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The secret of Jefferson Super-Lag pet- 
formance is in the lag plate on the 
Super-Lag link. This plate delays the 
normal fuse action, provides a time in- 
terval or lag by absorbing temporary 
heat rise. This time-lag prevents the 
fuse from blowing on harmless tempo- 
rary overloads—saves needless STOPPED 
Time and link replacements. 


Your customer has to pay his men whether they are working or are waiting 
on a STOPPED motor. Show him how he can avoid the many needless 
stops by using fuses which protect TIME, not just the motors. 


Jefferson Super-Lag Renewable Fuses protect TIME. They do not blow 
the moment current rises—do not stop the motor if the overload is only 
temporary. But they operate positively before the actual danger point is 
reached. Itis this ‘‘wait’’ which gives the motor a chance to recover speed 


which eliminates needless STOPPED TIME. 


Jefferson Super-Lag Fuses are made in“both knife-blade and ferrule types, 
in all capacities to suit every customer's need. Liven up fuse sales by 
selling TIME protection along with motor protection. 


Fuse Chart—FREE—A handy guide to 
selection of proper size fuses at a glance, for 
the adequate protection of motors. Ask for 
Fuse Chart No. 19. 


JEFFERSON ELECTRIC COMPANY 
BELLWOOD (Suburb of Chicago) ILLINOIS 
Canadian Factory: 535 College Street, Toronto 
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A NEW sauarE D SWITCH 

















with a Swing-out interior that 


AVES WIRING COST! 


Square D does it again! — another new switch — large ment, positive pressure fuse clips, readily accessible 
inside, small outside. The pictures tell the story! f wiring terminals and fuse mountings and substantial 
same fibre operating links combined with arc suppressors, giv- 


The mechanism is mounted on a hinged support which ing higher rupturing capacity. 


swings out, leaving the box empty for ithe 

attaching conduit and pulling in wires. Knockouts are arranged to align with 
Square D fuse cabinets and socket type 
meters. Switches can be furnished with 
twist-outs for standard meter terminal 
chambers. 








The hinged support is elevated from 
the back of the box, providing ample 
wiring space regardless of where the 
wires enter or leave the box. 

These new Square D switches are 
built in 30 ampere, 2-wire solid neutral, 
3-wire solid neutral and straight two 


The compact base permits sufficient 
room for grounding bushings. 








Other outstanding features of this new pole, 125-250 volts and 250 volts, un- 
switch are: fused and plug or cartridge fused. 

Combination jaws and connectors of Your customers will like this new 
a design that assures perfect blade align- switch. Show it to them! 
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Local Code Commissions 
This situation cannot continue. By the time 


ITHIN the past few weeks the district 
WV commissions appointed by the divisional 

code authority for the electrical whole- 
saling trade, have met and organized in nearly all 
of the 41 districts into which the country has been 
divided for purposes of code administration. 
These commissions have important work to do. 
They have definite responsibilities to fulfill, and 
they are anxious to get started. But they find 
their ardor dampened because, like the code au- 
thority itself, they are destitute of funds. 

For some unexplained reason, the budget sub- 
mitted for the administration of the electrical 
wholesaling code appears to have become side- 
tracked in the by-ways of Washington. ‘This 
budget, drawn to conform to the suggestions of 
the Administrator some four months ago, was 
sent by NRA to about 1,700 firms supposedly 
amenable to that code. A date was set for filing 
objections. This date has long since passed and, 
we understand, but a single complaint was filed 
and that by a hardware concern. 

Despite the fact that the dry goods, radio and 
several other wholesale trades had secured ofh- 
cial approval of their code budgets, and despite 
the fact that the electrical wholesaling code au- 
thority had been given assurance that their budget 
was satisfactory and would be approved, such 
approval had not been forthcoming up to the time 
of our going to press. 

Until its budget is officially approved, the code 
authority lacks the power to levy and collect code 
assessments. Checks, voluntarily sent in by 
wholesalers anxious to promote the welfare of 
their industry, have had to be returned. 

In all good faith NEWA had already mate- 
rially reduced its dues, expecting that the expenses 
of those of its staff who were also functioning for 
the code authority would be largely met out of 
code assessments. As a result the Association, 
through no fault of its own, and because of the 
confidence which it placed in assurances from 
Washington, now finds itself faced with a most 
serious financial problem. 


this issue reaches its readers, it is quite possible 
that NRA may have seen fit to bestow its official 
approval and that these comments have, after all, 
been unnecessary. We hope such is the case. If 
not, then a deluge of vigorous protests to Wash- 
ington officialdom, from individual wholesalers, 
local code commissions, local wholesaler associa- 
tions, and from those manufacturers who have 
at heart the welfare of the wholesaler, would 
appear to be very much in order. 

Meanwhile the code commissions in the various 
districts, in the event that they have not already 
done so, might well follow the example of Chi- 
cago in selecting, as their executive officer and 
mediator, a man who is not a competitor but who 
is well known and respected among the trade, and 
in adopting a sane and definite policy of code ad- 
ministration. 

The Chicago commission has chosen a policy of 
education designed to prevent code violations, 
rather than one of immediately prosecuting all 
offenders. Its aim is to operate for the first year 
without having to send a single case to a higher 
authority for adjudication, to handle all situations 
arising in its district without “‘passing the buck”’ 
to the code authority. 


HE Chicago group very definitely prefers 

home rule to the rule of a government bureau, 
and it fully appreciates that, to secure home rule 
for the trade in its area, it must accept full re- 
sponsibility for carrying out, locally, the pro- 
visions of the codes. 

With such a policy, a local code commission 
cannot help but exert a tremendous influence for 
good among the trade, an influence that will ex- 
tend far beyond the codes and do much to further 
develop stabilization and a united front within the 
electrical wholesaling industry. 
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WHOLESALERS! Make Big Money 
on This Brand 
New Iron. 


It’s a cinch to sell a product that’s alone in 
the field. The new Thomas A. Edison Speed 
Iron combines so many revolutionary and 
hitherto unheard of features that ordinary 
irons offer it no competition. Already whole- 
salers throughout the nation agree that it is 
the most profitable franchise they can have. 
Do a hard-selling job for the Edison Iron and 
it will bring you new accounts, build up your 
business and step up your profits. And it’s 
not too much to expect that the best iron in 
the field should have the best backing in the 
business. 


HERE ARE SOME OF ITS FEATURES:— 


Does an hour’s ironing in 39 minutes; 15% to 
22% bigger sole plate; free-action handle; 
streamlined sides; pointed nose; removes 


Vv 


deep wrinkles with one stroke; high- 
speed temperature; prompt-acting therm- 
ostat. Heavy chrome plated. 


1,000 watt automatic—44 lb. and 6 lb. 
weights—with Thomas A. Edison Tug- 
Proof Cord-Set—$7.95 list. 


660 watt non-automatic 414 or 6 lb.— with 
cord-set—$3.95. 


Sold through wholesalers. For full fran- 
chise details write Thomas A. Edison, 
Inc., Edicraft Division, Orange, N. J. 


Q Edwon. 


SPEED IRON 
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toasters were different from those 


, ’ : : 7 
Wholesalers Salesmen par oereeateoirs-emaseng 


illustrated they were being of- 
fered at less than 10 per cent 


Ld above cost, as required by the 
an t eS etal O A code. To his amazement, how- 
ever, he found that his dealer did 


The electrical wholesaler’s salesman can help his 
customers and, at the same time, increase his own 
business by studying the retail code and explain- 
ing to his dealers the protection which it affords 
them against unfair competition and misleading 
advertising 


By ROBERT M. MOUNT 


Investigator, Portland Local Retail Code Authority, 
Manager, Better Business Bureau, Portland, Ore. 


in his eye and an advertisement in his hand. “Look 
at this,” he demanded. “A fine double-cross your 
outfit has handed me!” 

The amazed salesman took the ad. A department 
store was announcing a sale of electric toasters at a price 
that would be the retailer’s cost if the article represented 
in the illustration was actually on sale at the price adver- 
tised. A few weeks before he had sold the retailer a 
large order for this particular toaster and he was expect- 
ing a repeat order. 

“We didn’t sell that mechandise to them,” said the 
salesman, “and, furthermore, they can’t buy these 
toasters to sell at that price. There’s something wrong 
here.” 

“T’'ll say there is something wrong,” replied the indig- 
nant merchant. “If that’s the kind of protection we 
small dealers get from your company, I’m through with 
you and your merchandise.” 

The salesman promised to check up on the matter 
immediately and asked the dealer if he had made a com- 
plaint to his retail code authority. He suspected that the 


Ex retailer met the wholesaler’s salesman with fire 


not know what the code was all 

about. He was displaying his 
code eagle and paying the required assessment to his 
local code authority, but he hadn’t taken the trouble 
to inform himself as to the protection that the code 
offered him. 

When the dealer finally calmed down, the sales- 
man asked him if he was complying with the labor 
provisions of the retail code. The dealer said that 
he was, that he had employed two extra men because 
of the limitation on hours in the code and that he 

had shortened the hours of all his employees. 

“Well, the government made you do all these things 
under the code,” the salesman said, “and in return has 
promised a protection for you against unfair competition 
as compensation for what you have had to do. Since 
you are not informed as to what your local code authority 
can do for you, let me take it up with them and we will 
see how it works.” 

The salesman then located the office of the code au- 
thority and asked that an investigation be made imme- 
diately of the advertisement which was causing his dealer 
so much concern. He gave the facts to the investigators 
and promised to file a written complaint, as required, at 
once. 

Within an hour he received a call from the code 
authority stating that the advertisement had been inves- 
tigated and they had found that the toasters on sale were 
not those illustrated, but were an entirely different, dis- 
continued model. They had been purchased as clean-up 
stock from another wholesaler at a price which permitted 
the advertiser a good profit on the basis at which he was 
selling them. The advertiser had apologized for the 
mistake and blamed the use of the wrong cut and inac- 
curate description on his advertising department. He 
agreed that he would immediately publish a correction 
advising the public of the misleading advertisement and 
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offering to refund to anyone who had purchased one of 
the toasters under misapprehension. The salesman’s cus- 
tomer was mollified and he said that he had no idea that 
the code could get action like that. 

Incidents like this occur daily, and the salesman who 
is posted on the provisions of the retail code can be of 
great service to the retailer who has not used his code 
authority, by posting him on what it can do and how he 
can use it. 

Regardless of what changes may take place in NRA, 
the labor provisions covering hours and wages are here 
to stay. Likewise, the retail merchant will undoubtedly 
be permitted to continue the enforcement of the trade 
practice provisions that have been placed in the present 
code. The retailer who has complied with the require- 
ments concerning labor and hours is foolish if he does 
not take advantage of the protection which the code gives 
him against unfair competition and misleading adver- 
tising. 

Retailers in the electrical field have in many cases been 
affected by several codes and have entirely overlooked 
the good in the retail code. Therein 
lies the opportunity for the electrical 
wholesaler’s salesman to help his cus- 
tomers and at the same time increase 
his own business, by studying the 
retail code and explaining it to his 
dealers. 

For many years legitimate re- 
tailers have been waging war on 
false and misleading advertising and 
other retail abuses through such or- 
ganizations as the Better Business 
Bureaus, and have been fairly suc- 
cessful in curbing many bad prac- 
tices. These bureaus, however, have 
operated in only 48 cities, and while 
they have been a great power for 
good, in the protection of public 
confidence, they have been limited in 
their effectiveness to the enforcement of such rules of 
fair play as the local retailers were willing to have en- 
forced. Now, under the code, every city has the ma- 
chinery, backed up by a federal law, for coping with the 
misleading advertising problem and with that small per- 
centage of retailers who just can’t play fair. 

The local retail code authority has the right to levy an 
assessment against all retailers in an amount not to 
exceed $1.00 a year for each employee engaged in the 
retail end of the business. Of this fund, a certain per- 
centage is remitted to the national retail code authority 
and the balance is to be used for the enforcement of the 
code locally. Each major line of retail business is repre- 
sented on the code authority by a business man elected 
by members of that line. The code authority can then 
employ such investigators and adjusters to handle com- 
plaints as its budget permits. In most of the larger 
cities where there is sufficient volume of complaint, the 
code authorities meet regularly once each week or oftener 
and adjust the complaints that have been received during 
the period. In order to outline procedure in handling a 
trade practice complaint, we will take a specific instance 
and follow it through. 

In a certain city there was a hardware dealer who 
handled radios, electric washing machines and vacuum 
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cleaners. It happened that he frequently came in com- 
petition on these lines with two other dealers. Over a 
period of time, bad feeling had grown up between the 
three merchants, and this merchant and his salesmen 
made a practice of saying all sorts of vicious things 
about the two competitors and their mechandise. Finally, 
he published an advertisement which contained the fol- 
lowing statement: 

“Buy here with confidence! 

We back up all claims made for our merchandise. 

Unfortunately some of our competitors are not 

so reliable. They make promises that are not 

kept and claims that are not true.” 

One of the trade practice provisions of the retail code 
provides: “No retailer shall use advertising which refers 
inaccurately in any material particular to any competitor 
or his merchandise, prices, values, credit terms, policies 
or services.” Naturally, when the advertisement ap- 
peared, the two competitors assumed that the statement 
referred to them, and they filed complaints with the code 
authority, alleging violation of the provision quoted. 

The code authority immediately 
investigated. Its shoppers found 
that the salesmen of the respondent 
were outspoken in their condemna- 
tion of the two competitors. The 
offending merchant was asked to 
appear before the code authority. 

When he appeared, the code au- 
thority informed him that this was 
not a legal body, but that since its 
actions might later be reviewed in 
court, they wished to make the pro- 
ceedings as businesslike as possible, 
and for that reason they would put 
the respondent under oath. 

The proceeding was very digni- 
fied and quite impressive to the 
erring merchant. About the table 
were 15 business men whom he 
knew personally, but who were entirely serious about the 
business in hand. After placing the respondent under 
oath, the chairman asked him if the statement made in 
his advertisement was intended to refer to the two firms 
that were making the complaint. The respondent denied 
this and said: “I’m not making any charges against the 
two firms in question. I haven’t used derogatory state- 
ments concerning them. But if you want to know, the 
men that head those firms are a couple of rats!’ 

Finally the chairman excused him and the code au- 
uthority considered the evidence. They found him 
guilty, unanimously, of violating the code. They in- 
formed him of their findings and ordered him to discon- 
tinue the derogatory advertising, either in printed or 
verbal form. About a week later this same merchant, 
still smarting under the experience of having faced the 
code authority, published another advertisement similar 
to the first one. Again he was asked to appear before 
the code. He failed toappear. Then he was given notice 
to appear on a certain date and show cause why the code 
authority should not recommend the removal of his Blue 
Eagle. This time he came promptly and begged the code 
authority not to take his eagle. Since that time there 
have been no further complaints concerning his conduct 
He is now complying with the code. (Turn to page 43) 
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Retail Merchants Are 


eady to Buy Modern Lighting 


Both Edward J. Dailey, head of Graybar’s lighting department, and M. S. Winslow of 
the Holophane Co. point to the store market, and especially to the department store, 
as affording the outstanding opportunity of 1935 for the sale of lighting equipment 


EEP your eye on the store 
market and pay particular 
attention to the department 
store when you are looking for 
lighting business in 1935. And start your looking now. 

Such is the sage advice, boiled down into a single sen- 
tence, of two people who should know what they are 
talking about when it comes to lighting. But even more 
convincing is the fact that one represents a leading manu- 
facturer of lighting equipment and the other is head of 
the lighting department of one of the country’s leading 
wholesalers. 

Edward J. Dailey, who handles the latter job for the 
Graybar Electric Co., knows his lighting from both the 
technical and the sales angles. He is an illuminating 
engineer of note and has made the lighting department 
one of the most successful divisions of the Graybar 
organization. 

When the question of the possibilities for new lighting 
business in 1935 was brought before him, Mr. Dailey 
readily turned the conversation to store lighting. “In 
recent months,” he said, “store lighting of all descrip- 
tions has been the stand-out development. Department 
stores have stood out among the many jobs, of course, 
because they offer such a real opportunity for the lighting 
salesman to do an outstanding piece of work and at the 
same time to have his efforts rewarded with a nice piece 
of business. But department store business is sometimes 
hard to get at and many wholesalers or dealers are not 
set up to handle the business to good advantage. 

“But the encouraging part of the story is that all store 


By J. PEARSON GOULD 


Assistant Editor ‘‘Electrical Wholesaling”’ 


business is following the lead of the 
department stores and stepping out 
in new lighting dress. It doesn't 
seem to make much _ difference 
whether it is the ‘butcher, the baker or the candlestick 
maker.’ They all seem to be coming suddenly to the 
realization that goods have to be properly seen to be sold 
and that modern lighting is the proper answer. 

“Of course the continued improvement in retail sales 
is making the storekeepers feel somewhat better than 
they have in a long time. When a man’s economic status 
improves to the point where he feels that he can breathe 
easy for a few minutes anyway, his natural reaction is to 
signify his improved condition with some new clothes 
of one sort or other. The storekeepers apparently feel 
somewhat the same way about it. Modern lighting 
clothes their shop in a new dress and signalizes their 
improved condition. So they are calling on its help in 
ever-increasing numbers. 

“The Better Light—Better Sight drive is beginning to 
bring very real and definite results, too. Everyone is 
coming to have a new and better appreciation of light 
and its possibilities whether it be in the home, the office, 
the factory or the store. One branch office reports that 
one of the members of the Institute is taking its own 
medicine and is relighting its entire home office. With 
the continuance of this drive and the real possibility that 
retail sales will continue to show signs of improvement, 
there is every reason to believe that the store market will 
be a fertile field for lighting business in 1935.” 

There is the view of a wholesale executive who knows 





Store of the Merritt Grocery Co., Kingston, N. Y., before and after the installation of modern lighting units 
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Lighted show cases in the model store at the General Electric 
Institute in Nela Park 





Obsolete lighting which has been replaced by modern Silvray 
units as shown in the photograph below 





Modern overhead lighting in Stern’s department store, New 
York City 





whereof he speaks. His eye is on the store market. 

But what does the manufacturer think about 1935’s 
lighting possibilities? For answer we sought out the 
Holophane Co. and an interview with M. S. Winslow 
of the sales promotion department. Strange to relate, 
the conclusions were essentially the same, although 
neither knew of the other’s opinion at the time of the 
interview. 

The Holophane Co., as a matter of fact, thinks so well 
of the possibilities of the store market for lighting for 
some time to come that they have just designed a new 
lighting unit, expressly for store use. So active is the 
market for store lighting at the present time that this 
unit has already found its way into a number of large 
department stores. 

As an example of the time and attention that store 
owners are now giving to lighting, Mr. Winslow pro- 
duced a letter from a department store executive which 
was sent to Holephane after the new store units were 
installed. This letter is interesting as an example of the 
present realization, on the part of store executives, of 
the part that lighting plays in the successful conduct of 
their business. 

Here is the letter, in part: 

“In our search for a satisfactory lighting unit for our 
stores we had in mind certain specifications which we 
believe are typical of the requirements of retail stores 
everywhere. These specifications are as follows: 

1. Distribution of light without fixture shadow or 
glare which has a tendency to blind the eye. 

2. Concentration of light on the merchandise without 
creating a spotlight effect. 

3. Sufficient diffusion on top to avoid appearance of 
darkened ceiling. 

4. Broad distribution to provide equability of lighting 
over complete salesroom area. 

5. Effective lighting in bringing out true colors, tex- 
ture and design as would appear under unobstructed sun- 
light.” 

The letter then describes how the store has gathered 
the comments of customers and the criticisms of the 
employees who work under artificial light all day in 
order to be sure that their lighting is doing all that it 
should. This store executive even goes so far as to say 
that the effect of the light on the materials is to reflect a 
brilliance and life, thus adding greatly to the attractive- 
ness of the merchandise. 

“That,” in the words of Mr. Winslow, “is indicative 
of the thoroughness with which the store owner today is 
going into the subject of lighting. He is insisting more 
than ever that the units be attractive and harmonize with 
the surroundings, but he is principally.concerned with 
the effect that the lighting will have on his store and his 
merchandise. He asks that his new lighting not only 
allow the customer to see his wares but also help him to 
make sales by actually making the goods more attractive. 
He wants to bring daylight into his store to act as a silent 
salesman from the basement to the roof.” 

So, if you want a lighting tip for 1935—a tip that will 
lead you to bigger and better lighting business—take it 
from a manufacturér and a wholesaler who should 
know : 

Keep your eye on the store market and pay particular 
attention to the department store when you are looking 
for lighting business in 1935! 
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Selling to Industrials—ll 


Contacting the Right Men 
in Industrial Plants 


The problem of the wholesaler’s salesman is to locate the in- 
dividuals in each plant who, regardless of their titles, actually 





John H. Frederick 


have the power to initiate orders or to specify certain products 


to reach the men who actually have the power to 

initiate orders for, or to specify, the use of certain 
products. In other words, the men who possess buying 
power regardless of their positions or titles. In any elec- 
trical wholesaler’s industrial market there are manufac- 
turing establishments varying widely in size from the 
small plant employing a few men to the large plant 
requiring a considerable number of workers. These 
plants also vary in proportion to their size in their pro- 
ducing and buying capacities, and frequently in the diffi- 
culty encountered by wholesalers’ salesmen in contacting 
the man or men with buying power. 

The problem of contacting the right man, a large part 
of the wholesaler’s sales job, is considerably more com- 
plex today than it was some years ago. Prior to 1920 
industrial plant organizations were much more simple; 
consisting of a president or general manager at the head, 
with an office manager, a sales and advertising manager, 
and a shop foreman or superintendent directly respon- 
sible to him. The general manager usually passed on all 
purchases other than pure routine items, which were 
generally bought by the respective department heads. In 
other words, the electrical wholesalers’ salesmen needed 
to call on only the shop foreman or superintendent when 
selling most of the items they carried in the line of main- 
tenance and operating materials and supplies. When 
selling auxiliary equipment or fabricated materials the 
general manager and/or the superintendent or shop fore- 
man were the men too see. Under these circumstances 
it was comparatively easy to locate the buying power. 

Today the problem is much more complex. There are 
more large organizations to reach, more men to influence 
purchases, and more men who must be seen in each in- 
dustrial plant. It has been said that “industrial markets 
are men and men at work are jobs,” so that one avenue 
of approach to industrial buyers is by the separation of 
these buyers according to their jobs. This may not be 
so easy as it sounds, however, because in large industrial 
plants many men may work at the same job, and in small 
industrial plants one man may work at several jobs. 

The problem of locating the “key men” or actual 
buyers of industrial products is further complicated by 
the variety of titles used by men in industrial plants. 
For every type of product bought by industrial plants 
there is usually some one individual who possesses the 


Te: first objective in selling to industrial plants is 
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real buying power. Such men, however, may have titles 
ranging from general manager to foreman. For example, 
men bearing any or several of the following titles may 
possess the buying power, in any particular plant, for 
electrical products classified as maintenance and operat- 
ing materials and supplies: 
Production and Maintenance Executives— 

General managers 

Works managers 

Plant superintendents 

Production managers 

Master mechanics 

Maintenance engineers 

Electrical engineers 

Purchasing agents. 

Financial and Policy Executives— 

Presidents 

Vice-presidents in charge of production 

Vice-presidents in charge of sales 

Secretaries and treasurers. 

A recent survey revealed that of the above groups, the 
production and maintenance executives possessed the 
buying power for maintenance and operating materials 
and supplies in 82.2 per cent of the plants studied, 
whereas the financial and policy executives had the power 
in only 16.9 per cent of the plants. These figures are 
probably accurate as far as they go, but in a sense they 
are misleading in that they indicate but slight buying 
influence on the part of financial and policy executives, 
when the term is interpreted as meaning the initiating 
and specifying power. This is not always the case, how- 
ever, because while such executives leave the selection of 
the type and make of industrial products to the produc- 
tion and maintenance officials in most cases, they exert a 
very direct influence over matters of policy relating to 
the use of specific products, and in this way affect the 
initiating power to a great extent. 

The importance of the purchasing department, pur- 
chasing agent, or director of purchases in influencing the 
selection of industrial products has been widely debated. 
Many surveys of buying power in industrial plants have 
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shown that few purchasing agents possess the right to 
initiate purchases, or to suggest specifications, for par- 
ticular industrial products to be bought. Despite this 
fact an increasing number of industrial plants are regard- 
ing the purchasing department as the contact point for 
the purchasing authority and responsibility of the organ- 
ization. Nevertheless, it may be said that most purchas- 
ing departments act as buffers between the actual initiat- 
ing and specifying (buying) power; that is, between the 
operating executives and the selling organization, be it 
wholesaler or direct-selling manufacturer. In addition 
to serving as a buffer, the purchasing department is nat- 
urally the one to do the job of actual buying. The 
importance of the purchasing agent should not be under- 


tools, machines, materials and supplies, in these various 
plants, but it is by no means a solo voice. Instead, in 
many plants, the buying, outside of small, routine pur- 
chases, is in the hands of a committee. These commit- 
tees are usually composed of from three to seven mem- 
bers, including representatives of the management, the 
financial department, the sales division and the factory. 
As a rule, such groups do not do the actual buying, but 
before an order is actually placed by the purchasing de- 
partment or whoever has that authority, these committees 
must give their approval. Such a system of buying 
greatly complicates the task of the salesman selling to 
industrial plants, since very frequently he must present 
his proposition to each member of the committee or to 


estimated, however, since 
he is often instrumental in 
bringing information  re- 
garding new electrical or 
other industrial products to 
the attention of the proper 
executives in a plant. He 
learns of these products 
through his contact with the 
many salesmen who all 
upon him, and through the 
advertising matter he re- 
ceives. Keeping the various 
purchasing agents well in- 
formed should be consid- 
ered part of the program of 
any electrical wholesaler 
selling to industrial plants. 

As is evident from the 
discussion thus far, many 
men take part in buying in 
industrial plants. In fact, 
the question is often asked : 
How many buyers are there 
in each plant, despite the 
attempt to concentrate ac- 
tual order giving into the 
hands of a purchasing de- 
partment? This question is 
of particular significance to 











Suggestions for Locating the Real Buyers 


Today there are more large organizations to 
reach, more men to influence purchases, and 
more men to be seen in each plant by the 
electrical wholesaler’s salesmen 


For every type of product bought by in- 
dustrial plants there is usually some one in- 
dividual who possesses the real buying power 


Keeping the various purchasing agents well in- 
formed should be considered part of the pro- 
gram of every wholesaler’s salesman selling to 
industrial plants 


The one reliable method of locating the real 
buyers in industrial plants is to judge them by 
their authority, by their actual operating 
responsibilities—not by their titles 

The men who must be reached, whether 
through the purchasing department or direct, 
are those in charge of production, engineering 
and maintenance 

Wholesalers’ salesmen have a better oppor- 
tunity than have manufacturers’ men to locate 
the right individuals and to keep informed of 
changes in personnel and buying influence 


the committee as a whole, 
as well as to those indi- 
viduals in the plant on 
whom he has been accus- 
tomed to call. 

The problem of whom to 
see in an industrial plant is 
still further complicated 
due to the development of 
centralized buying. The 
tendency of industry to in- 
tegrate, either horizontally 
or vertically, frequently re- 
sults in the creation of cen- 
tralized purchasing depart- 
ments and it is frequently 
difficult for a salesman, in 
a local territory, to ascertain 
just where the buying is 
actually done. Very often 
there is a division of au- 
thority between national 
headquarters and the local 
purchasing agents upon 
whom the salesmen call. 
Many central purchasing 
departments, however, do 
not place an order except 
on requisition from the va- 
rious plants in the merger, 








electrical wholesalers and 


so that even with central- 








their salesmen calling on a 


== ized purchasing the sales- 





industrial plants, since the 

salesman’s problem is frequently one of determining not 
only what men to see, but how many men to see. The 
number of persons involved in purchasing generally 
varies with the product being bought. As products be- 
come standardized, as is fortunately the case with most 
electrical products sold to industrial plants, fewer people 
are involved in purchasing. 

Another factor which complicates the problem of con- 
tacting the right man in industrial plants is the increasing 
use of the committee system of buying. In many plants 
the mechanical superintendents, factory managers, elec- 
trical engineers, production chiefs, master mechanics or 
purchasing agents are no longer buying on their own 
initiative or responsibility. The management of many 
plants have discovered that they have delegated too much 
authority to single individuals in the past. To be sure, 
these men, with the possible exception of the purchasing 
agent, still have an important voice in the purchase of 
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man is not relieved of the 
necessity of calling on local units. Even when the gen- 
eral purchasing agent initiates the order, or makes the 
final decision as to whom the supplier shall be, the known 
desires of the local purchasing agent, or plant superin- 
tendent frequently determine the final choice. 


OR the electrical wholesaler to attempt to cover his 

local industrial market by contacting all the important 
titles in the various plants would probably lead to con- 
siderable confusion and wasted sales effort. Should the 
wholesaler direct his salesmen to call only on electrical 
engineers, for example, he may later find that they have 
been approaching the wrong parties. In fact, buying 
power studies have revealed that in so far as the buying 
power for maintenance materials, equipment and supplies 
is concerned (the group of industrial products into 
which a large proportion of the items carried by elec- 
trical wholesalers naturally fall) (Turn to page 43) 


1] 








Some Pointers on 


Selling to the Local Utility 


A utility purchasing agent discusses the kind of service which 
he believes wholesalers should render if they would secure a 
larger share of the supply business of their local power company 


greatly in the last few years, and 

so many unforeseen  circum- 
stances have arisen that there has ap- 
parently been a right-about-face in 
respect to appreciation of the whole- 
saler’s function. Whereas, a few years 
ago it was commonly heard that the 
wholesaler or middleman was on his 
last legs, and that his days were num- 
bered, it seems that now, in this year 
of 1935 he is perhaps in a stronger 
position than ever. I say, in a stronger 
position. What he will do with that 


Cre DITIONS have changed so 


dangers for him. If some of the 
things that I am about to say seem 
harsh, perhaps the wholesaler will forgive me. Anyway, 
I know that if I were to salve things over with merely a 
pat and a kind word, I ought never to be forgiven. 

At the outset, I should make clear that the utility and 
utility buyer are not in favor of buying 100 per cent 
through the wholesaler. For the most part, they still 
believe that there are things in the distribution of which 
the wholesaler has no function. To put him in and try 
to have him serve, regardless, as some manufacturers’ 
policies dictate, or because of the opinion that the whole- 
saler is a local enterprise and should be supported, or 
because the wholesalers themselves say that they cannot 
get along and make money unless we buy wholly through 
them, is a mistake. The overwhelming thing that we 
are all interested in these days—wholesalers, utilities, 
merchants and consumers—is the ultimate cost of distri- 
bution. If, in connection with any 
line, the wholesaler cannot show 





By C. H. CLARK 


position remains to be determined. It _ President, = that cost, and so pays for himself. But, 
holds both great possibilities and great eee. ~~ after getting the utility business, if it 


all times. He must be able to deliver 
them to us at prices that are commen- 
surate with our status as a quantity 
buyer. This is a valuable service, and 
one for which we are willing to pay a 
just compensation. 

Conversely, this does not hold true 
with goods that come by direct-from- 
factory shipment. In that case, the 
wholesaler is not a wholesaler, but a 
broker. One of the strongest argu- 
ments the wholesaler has in asking for 
utility business is that he can ware- 
house the goods and save the utility 


is discovered that a great many things 
are out of his stock and must be back- 
ordered, or ordered sent direct from the factory, then 
this strong argument falls by the wayside. 

I can look upon it in no way other than that the purely 
brokerage fee is an unnecessary expense in the distribu- 
tion chain, and that in view of the changing conditions 
both we, as utilities, and the wholesaler himself should 
look upon it as such and both seek to eliminate it for 
the common good. If I were saying this to some whole- 
salers face to face, instead of here on paper, I am sure 
I would be confronted with the question as to how I 
expected the wholesaler to live and perform a service 
in the community if he cannot be permitted to have all 
the cream that the milk naturally holds; that he has to 
handle many things on a well-nigh if not quite profitless 
basis and must make up on others where the margin is 
either long, or the amount of service required of him is 
minimum. 

My personal inclination toward 











definite reasons why the cost he rep- 
resents is over-balanced by other 
factors, then it would be uneconom- 
ical from his viewpoint as well as 
ours that he stay in the picture. 

What, then, are those factors of 
“worthwhileness” that warrant the 
wholesaler in asking for utility busi- 
ness? In my experience, I have no 
difficulty in summing them up under 
two heads. 

First of all, he must stock the 
materials that we want, and in suffi- 


Ore. 


Mr. Ciark is assistant purchas- 
ing agent for the Northwestern 
Electric Co. and the Pacific 
Power and Light Co., Portland, 
He wishes it understood 
that the statements made in 
this article are his personal 
views and are not necessarily 
representative of the policies of 
the above companies.—Editor. 


the answer to the question would be 
to be able to say: “Yes, we recog- 
nize in you a valuable member of 
our community and worthy of our 
support, so we will give you the 
business.” But unfortunately busi- 
ness today is not done on that basis. 
Frankly, it is up to us who buy for 
utilities to save money and cut cor- 
ners wherever we can. The com- 
pany for which we work must come 
first in our eyes, just as your com- 
pany comes first in the eyes of your 








cient quantities to meet our needs at 


purchasing department. 
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The second function of the wholesaler which is of 
value to us rests upon his ability to furnish special service 
as regards the application of his stocked products to our 
use. In other days, when direct buying from the manu- 
facturer was more common in this locality than it is now 
the manufacturers maintained representatives in this ter- 
ritory, or at least within almost immediate call. They 
knew their lines forward and backward, technically and 
from the standpoint of practical application. We pur- 
chasers and even our engineers cannot know about all of 
these things and quite frequently the occasion arises 
where we need complete information. We can get this 
from the manufacturer’s representative. 

Now, since the wholesaler has established himself more 
strongly and is supposedly taking over the manufac- 
turer’s responsibilities in the territory, to what extent is 
he preparing himself for the job? I think that this is 
one of the most serious questions confronting the whole- 
saler in consolidating and holding onto the ground he 
has gained in recent years. 


efforts. It is doubtful if the finest kind of technical 
knowledge, coupled with super-salesmanship, could mate- 
rially increase the total volume of this business, because 
the requirements are fixed. Yet, in that very small 10 
per cent, there still lies a challenge to a great many live 
wholesalers and wholesalers’ salesmen. 


HIS 10 per cent is a challenge in this way. It calls upon 

the more intelligent and progressive salesmen to so per- 
fect themselves in the material lines. that they can secure 
more of the circumscribed wholesaler business for their 
own particular houses. Furthermore, it is a challenge 
to them to become so well grounded and so good at it 
that, although they cannot create an increase to the total 
business, they can swing over into wholesale channels 
more of the business that is available. This situation 
affords possibilities, and I wish that a great many whole- 
salers’ salesmen might accept the challenge. I know they 
would be bettering themselves and, also, would be giving 

us more downright help. 





Manifestly, the wholesalers’ 


To raise that 10 per cent, 








salesmen who carry the whole 
line cannot be expected to 
function as experts on more 
than a few of them. Is the 
wholesaler prepared to invest 
in a few specialists, to put it 
squarely? They have been em- 
ployed by wholesalers to some 
extent, though bad business 
has seen many of them re- 
moved. I know the whole- 
salers’ argument, that if they 
cannot be assured of all the 
business they cannot afford 
specialists; that there is not 
enough margin to permit of 
specialized effort. 
Nevertheless, here we all sit. 
The manufacturer is depend- 
ing on the wholesaler to do a 
job for him, and perhaps not 
giving him enough and per- 
haps even sidetracking him on 
occasions ; the utility and other 
classes of buyers with no 


to be determined. 


men. 


In this year of 1935 the electrical 
wholesaler is perhaps in a stronger 
position than he has ever been. What 
he will do with this position remains 


The recent trend among utility buyers 
has been towards an increased use of 
the wholesaler’s distribution facilities. 


The supply business available from the 
power companies constitutes a chal- 
lenge to the selling abilities of live 
electrical wholesalers and their sales- 


Seven specific suggestions for the elec- 
trical wholesaler’s salesman who calls 
on utility accounts. 


here are some of the things 
which I think the wholesaler’s 
saelsman could well bear in 
mind and act upon: 

1. Keep the buyer informed 
at all times as to what the 
wholesaler carries in stock. It 
is natural that, if a buyer 
knows there is a local stock of 
something he greatly needs on 
short notice, he is going to in- 
vestigate that stock and its 
price very thoroughly before 
he sends an inquiry to some- 
one who is 2,000 miles away. 

2. Keep us informed of new 
developments in the class of 
supplies and equipment we are 
buying. Often you may know 
of the new things before we do. 
This holds true also of con- 
struction practices. 

3. Tell us at once about any 
change in methods of delivery 
or buying terms, including 











money to spend in any direc- 
tion other than that in which 
it will secure the greatest value either in the products 
themselves or the attendant service; and finally the 
wholesaler in between diligently seeking to uphold his 
position as the very factory itself in his territory, yet 
doing it for the most part with salesmen who must sell 
high tension equipment one minute and perhaps bread 
toasters or armored cable the next. The condition is not 
logical. Yet we, as utility buyers, are not in a position 
to change it, and the manufacturers have never been able 
to change it thus far. So it does look as though it is 
quite largely the wholesaler‘s own problem. 

In conclusion, and speaking of the materials and sup- 
plies that we buy for the operating, construction and 
maintenance end of the business, I would say, conserva- 
tively, that the orders we place with wholesalers are over 
90 per cent orders where we know exactly what we want. 
Less than 10 per cent, then, are the result of salesmen’s 
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price. 

4. Be familiar with the ap- 
plication of your products to our needs. This means mak- 
ing a real study of our requirements and the practical 
applications of the materials and devices you are trying 
to sell us. 

5. Let the salesman who calls upon us have the au- 
thority to negotiate contracts for commitments, without 
referring back to his house. 

6. Give me a salesman who will do battle, if need be, 
with his house and help me always to get what is coming 
to me in the way of service which is due me, in consider- 
ation of my business being placed there. 

7. Finally, and this goes double, give me a salesman 
who fully realizes that he is not through when he gets 
the order, but is only through when the materials have 
been delivered, are in satisfactory operation, and when 
satisfaction has been given in regard to any adjustments 
that should rightly be made in our interests. 
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The Wholesaler's Potential Market 


In a normal year the sales of the electrical wholesaling industry run close to one 


billion dollars. 


The proportion of this total which is available in any wholesale 


trading area can be closely estimated from census data and income tax returns 


ARKETS do not respond in 
direct proportion to sales effort. 
A tabulation of historical prog- 


ress of sales shows an initial resistance, then a quick 
response, and last, increased resistance as saturation is 
approached. A manufacturer recently estimated that an 
increase of 40 per cent in his sales force would produce 
20 per cent increase in sales. A manufacturer of radio 
sets found that when every fourth dealer in a territory 
carried his sets his sales were at maximum. Another 
manufacturer spent 40 per cent of sales in advertising 
and failed to accelerate the rate of introduction of a new 
appliance. Thus we see that selling is not all sales effort 
and advertising. 

The purpose of an estimation of the size of a poten- 
tial market, irrespective of whether it is for the manufac- 
turer or the wholesaler, is to find the meeting point of 
the two principal influences affecting sales, that is, desire 
to purchase and ability to purchase. Either of these may 
be the greater. If a wholesaler possessed a sufficient 
insight into the vagaries of the purchaser’s mind, he 
might estimate accurately, out of hand, the potential 
markets of an area. The non-existence of many with 
such insight is shown by the number of sales of obso- 
lete stock, in bankruptcy sales and from an examination 
of shelves of many merchandisers, so that a wholesaler, 
with a greater amount of capital involved, is taking more 
than ordinary risks if he does not use the guiding influ- 
ence of analytical methods. 

No single set of statistics is suitable to directly evalu- 
ate the general potential market for electrical goods or 
the total for a particular appliance. The use of statistics 
is but a method of making comparisons of one city with 
another, one wholesaling territory with another. 

Before a wholesaler can estimate his potential market 
he must decide on the territory he serves. It is obvious, 
therefore, that he must consider generally the competi- 
tion from wholesalers in adjacent territories which limits 
his activities. 

The value of this market is very roughly determined 
by the total population of the territory. However, popu- 
lations are made up of numerous classifications, such as 
negro and white, Mexican and French Canadian, non- 
acclimated immigrants, etc. In an analysis of a territory 
a standard must be selected. The analyst should set down 
opposite each classification his estimate of the relative 
purchasing power of the average individual in each 
group and in another column the purchasing inclina- 
tion of the average of the group. (See example on 
opposite page. ) 

These variants of the raw statistics introduce the 
experience of the merchandiser and change mere statis- 
tics into an index. 
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The next most useful fact available is 
the number of families and their average 
size, the family being the usual purchas- 
ing unit. As a general indicator of markets for electrical 
goods, the size of purchases will vary in inverse propor- 
tion to the average size of family in a certain territory 
when compared with the United States average. In a 
discussion of the potential markets for a particular appli- 
ance, however, this rule is not always applicable, but as 
we are now outlining the procedure for arriving at a 
grand total, exceptions to one side are considered as bal- 
anced by those of the other. 

The next important statistics which are generally avail- 
able are the number and size of income tax returns. Of 
course, with the exemption of heads of families at $2500, 
the statistics of income without modification do not give 
the picture that is desired. The data can be extended into 
the most useful area and compared with local data of 
pay rolls and other local indicators of purchasing power. 
However, the primary purpose is to obtain a table of 
varying sizes of incomes of $10,000 and less. 

The next best indicator, which ranks with income sta- 
tistics, but which is available only for 1929 for the United 
States as a whole, is the value and rental of homes, there 
being a definite relation between income and rental or 
value of homes occupied. 

The number of domestic electric consumers is a factor 
which must be examined closely, as its use without ques- 
tion may lead to erroneous conclusions. The writer 
remembers compiling some statistics of comparison of the 
number of families having electric service in the various 
countries of the world and being surprised to find that 
statistically a greater percentage of houses were wired 
in Japan than in the United States or any other country 
of the world. After considerable correspondence it was 
found that a great number of these wired homes in Japan 
had a single light. Unfortunately data on domestic con- 
sumption of electricity is not available in detail such as 
would be useful for a market analysis of this type. It is, 
therefore, necessary to modify the data on electrical con- 
sumers by using a multiplier based on knowledge of 
electric rates in the area. 


HERE are, perhaps, several dozen of other statistical 

tables available nationally, such as the circulation of 
popular magazines, ownership of automobiles and radios, 
telephone subscribers, and the like, which are indicators 
of many desirable characteristics of the territory and 
some measure of the amount of exposure to national 
advertising, purchasing ability, and cultural level. These 
should be grouped together and used with the same 
weight as any of the first-mentioned influences. 

Having derived a percentage of the United States of 
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each of the above mentioned factors for the area being 
considered, the percentages are totaled and averaged, and 
when multiplied by the total electrical business of the 
United States of one billion dollars available to whole- 
salers, will show the probable total of the business done 
in the area under consideration by all wholesalers if the 
full potentialities of the market are being realized. It is 
not strictly correct to average percentages, but as all of 
the figures are close together, the error is not significant. 

There have been many plans suggested for arriving at 
an estimate of the potential market. An example is the 
“Smith” plan of compilation by public agencies or asso- 
ciations of sales data from competitors. The electrical 
refrigeration industry is the best example within the elec- 
trical industry, although total vacuum cleaner and wash- 


ing machine sales by manufacturers are available from 
their trade associations. 


_ is no positive proof or disproof of the result as 
in most business problems, so the probability of arriv- 
ing at the most nearly accurate estimate must be assured 
by selecting divergent factors representing the major 
influences. The amount on which they converge can with 
reasonable certainty be selected as the true potentialities 
of a market. The amount of the potential market is a 
goal based on business judgment guided by reliable statis- 
tics. As to the division of the market between whole- 
salers in the same area, this is a matter of individual 
initiative. The potential markets for electric items which 
make up the grand total are subject to analysis and will be 

treated in a later article as 





The Potential Market in a Hypothetical Wholesaling Area 


“Specialty Markets.” 
The reason for having a de- 
sire to know the amount of the 





| Estimated Index of | 


Virtual Population potential market is somewhat 





like the delivery boy who called 
































3. Total income to persons receiving less than $10,000 





For area $260,000 ,000 

For U. S. $36,000,000,000 
4. Total value of non-farm homes owned 

In area _ $282,500,000 

In UU, S: $43,600,000,000 
5. Total value of non-farm rental 

In area _$22,750.000 

ry... S&S: $324,800,000 
6. Number of domestic electric consumers 

In area 150.000 

In U. S. 20,000,000 


7. Average of other miscellaneous factors 


8. Average of all factors 


10. 





= 0.750 & & (account high local electric rate) 


9. Total potential market for the entire United States = $1,000,000,000 
Potential market for area = 0.711% X $1,000,000,000 = $7,110,000. 


Purchasing Purchasing Purchasing Purchasing : 
lsd Inclination | Power | _Inclination his employer on the phone and 
1. rn. ee Perey pretended to be another boy 
a. ative i 
~ seeking to supplant the em- 
b sae 800,000 800,000 800,000 ployee. He was assured by the 
born ... 150,000 store owner that his present 
bl. Northern help was satisfactory. When 
European questioned by a bystander, the 
or equal . 100,000 80% 90 % 80,000 90,000 boy remarked oF was just 
b2. Southern hecki ‘ "” Ss 
European checking up on myself. ) 
or equiva- the individual wholesaler needs 
ae ay — Pete - 25,000 30,000 to make some effort to com- 
c. Negro .. 40,00 5 %o 10% 6,000 4,000 are his achievements with 
icmp cen The Sm | 10% | __ 1,500 1,000 ee others are doing with a 
Wied ic isw is 1,000,000 | 100% =| 100% | (912,500 | 925,000 similar territory. 
The problems of potential 
' ne 912,500 market and sales territory are 
% of U. S. (purchasing inclination) = 708,000.000 = 9:845% inseparable, but it is best to 
a 925,000 have a clear icture of the 
of U. S. (purchasing power) = = 0.925 . J P . 
% P PS , 100,000,000 %e things which make a potential 
2. Average size of family for area....... 5 market before attempting to 
Average size of family for U. S.......4.1 delineate the boundaries of the 
Number families in area...... 200,000 ' 
Number families in U. S......30,00C,000 oules aren. Iie reg per bY 
ie ee # 200,000 cael an inverse process, is able to 
% Ff U'S.= | X 30,000,000 = 9:546% point out the markets in which 


goods are sold at a loss, but 
his processes do not include a 
means of finding substitute ter- 
ritories where goods may be 
sold at a profit. To do this is 
the purpose of market analysis. 

The wholesaler’s sales terri- 
tory may be defined as the area 
which he can serve at a profit. 
It is bounded by the territories 
of wholesalers in adjacent dis- 
tributing centers. While these 
boundaries do not follow polit- 
ical sub-divisions, it is often 
convenient to consider them as 
coinciding with county lines. 
In deciding upon these bounda- 
ries not sales efforts but physi- 
cal and economic conditions 
are the determining factors. 


% of U. S. = 0.722% 


% of U.S. = 0.650% 


% of U. S. = 0.700% 


% of U. S. = 0.600% 
% of U. S. = 0.700% 


% of U. S. =0.711% 
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Men You Should Know 


HARRY W. ALLEN 


President, Allen Electric Co., 
Cleveland, Ohio 


Harry W. Allen, president of the 

Allen Electric Co. of Cleveland, 
entered the electrical field through 
employment as errand boy for the 
Cleveland Electrical Manufacturing 
Co., which company was headed up 
by Major A. B. Foster, Louis Gries- 
ser and A. M. Williams. At that time 
the concern served the electrical trade 
as a wholesaler and, in addition, 
maintained a manufacturing depart- 
ment making automatic electrical gas 
lighting equipment, bells, buzzers and 
watchman’s time clocks. 

In 1904 a consolidation was ef- 
fected in which the Cleveland Electri- 
cal Manufacturing Co. and another 
distributor merged and incorporated 
under the name of the Cleveland 
Electrical Supply Co., doing busi- 
ness at 726 Prospect Ave., with 
Allen in charge of counter sales. 
Some time later he was promoted to 
the position of traveling salesman 
covering southern and western Ohio. 
After two years of traveling he was 
appointed purchasing agent, and re- 
mained at this post until the Western 
Electric Co. purchased the business 
in 1912. Shortly thereafter members 
and employees of the former concern 
incorporated the Republic Electric 
Co., of which Mr. Allen was secretary 
and treasurer. 


The Republic Electric Co. re- 
mained in operation for a period of 
13 years and the business was then 
sold to the General Electric Co., who 
continued to operate at the same 
address as the Lake States G. E. 
Supply Co., Republic Division. It 
seemed logical at that time for the 
best interests of many of the Repub- 
lic employees that another organiza- 
tion be formed in order to keep the 
force intact. 

It was then the present Allen Elec- 
tric Co. established itself at 2120 
East 19th St., from which point a 
very fine volume of wholesale busi- 
ness is being carried on through the 


Buss w.a at an early age, 
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*An Independent 
by Choice 


wonderful cooperation 
of all firm members and 
employees. 

Some of the _ best 
known of the organiza- 
tior are Joseph Friedel, 
Ralph Restow, M. L. 
Zahn, A. F. Grugle, 
Andrew Newbauer, J. 
J. Greenway, Wm. Dre- 
ger, R. F. MacDowell, 
J. L. Wolf, C. E. Cashin 
and T. C. Lindsay. 

Evening sales meet- 
ings are held at opportune times, 
when manufacturers’ representatives 
are invited to talk and give sales 
helps and submit new items. 

It has often been said that the 
electrical wholesaler’s salesman is 
incapable of successfully promot- 
ing industrial control equipment, 
but the sales records of the Allen 
Electric Co. prove the fallacy of any 
such statement. At first, Mr. Allen 
admits, his salesmen were doubtful 
of the line, but they have been well 
educated by the manufacturer’s men, 
with the result that his “boys” are 
now driving on this line, and doing 
an excellent job, too. 

Industrial and commercial light- 
ing equipment is another favorite 
with the Allen organization. Two 
lighting specialists, as well as three 
general salesmen carry sight meters 
with them at all times and work very 
closely with lighting salesmen of the 
utility company, tying in with the 
Better Light, Better Sight program. 


S the Cleveland Illuminating Co. 
A neither sells or gives renewals of 
incandescent lamps, local wholesalers 
are free from all utility competition. 
For this reason, and because lamps 
comprise the wholesaler’s steadiest 
business, Mr. Allen sees to it that his 
men are constantly active in soliciting 
lamp contracts. 

Each Friday, every Allen sales- 
man takes the day off, as far as his 


In 1921, when Mr. Allen’s firm was 
purchased by the Western Electric 
Co., he promptly launched the Repub- 
lic Electric Co. In 1925 he again sold 
out, this time to the General Electric 
Supply Corp., and again he set up a 
new independent house, the present 
Allen Electric Co. 


regular accounts are concerned. On 
that day he goes “high, wide and 
handsome,” as Mr. Allen expresses 
it, calls on no old accounts but goes to 
places where he has never called 
before, introduces himself and _ his 
house and in this way is constantly 
establishing new contacts. This plan 
is working out excellently in develop- 
ing both new lamp contracts and new 
supply and appliance accounts. 

While the electrical wholesalers of 
Cleveland have no local association, 
they frequently meet for informal 
round table discussions, with Mr. 
Allen acting as chairman of the 
group. 

Mr. Allen recalls as old friends 
such fine fellows as Pop Searing, 
Ed. Patton, Chauncey (Mabel) Heit, 
Thos. Grier, Billy Lowe, Arnold 
Fruend, Bob Jaynes, Harry Kirk- 
land, Chas. Corrigan, Frank Stout, 
Mart King, Pop McDowell, Harry 
Monk, and of course Pat Lyons. 

As a diversion he spends consider- 
able time on new ideas, and has to his 
credit three patents, all of which are 
of an electrical nature, and hopes 
sometime in the future to present 
these thoughts to some interested 
manufacturer. 
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through the legitimate electrical 
wholesaler we, the General Cable, 
stand shoulder to shoulder with you 
for many things in common... com- 
plete cooperation, a close coordination 
of sales effort and a strong determina- 
tion to make the best electrical wires 


and cables possible. 


LE CORPORATION 


Ofi#20 LEXINGTON AVE., NEW YORK 


evelam. Detroit, Los Angeles, New York, Phila., Pittsburgh, Rome, San Francisco, St. Louis, Seattle, Wash., D.C. 
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NEWS and VIEWS 


OF THE MONTH 




















Emergency Broadcasting 
Short-wave radio entered into the very ‘‘thick’’ of 
the relief activities centered about Wilders Mountain, 
the lonely Adirondack peak upon which the two 
Dryer brothers together with J]. H. Brown and R. W. 
Hambrook were found huddled in the wreck of the 
lost American Airlines Plane 166. Owners of all- 
wave receivers were able to tune in on the many 
thrilling conversations, relating to the rescue, that 
were exchanged between airplanes and aircraft base 
stations and between both of these and ‘‘GE-1000”’ 
—a portable emergency station which an eleven- 
man General Electric radio expedition rushed to a 
point only four miles from the crack-up. 





TM 
MILLIONTH Only $9.99 

Jes Lovely Kay Donna, 
popular WLW blues 
singer, listens to the 
new Crosley Sampler, 
the remarkable little 
radio with four - tube 
effectiveness that gets 
both regular broadcasts 
and police calls. ‘‘De- 
lightful,’’ says Kay as 
she listens to its re- 
markable tone quality. 
The Sampler sells for 
$9.99 and, according to 
its maker, is a revolu- 
tion in small radios. 









Millionth Lamp 


The first week in December, the Railley Corp. eng tot — Hello, Australia! 

out the millionth ‘‘Pin-It-Up’’ lamp, the first time in lighting erry A two-way radio conversation recently conducted between 
that any manufacturer has made as many portable lamps of a single the General Electric radio police test car, moving through 
type. E. R. Goodman, Railley’s president, is shown pinning the mil- the streets of Schenectady, and Sydney, Australia, 10,000 
lionth lamp on the walls of the General Electric Institute at Nela Park, miles away, was unique in radio history. Reception was 
while Helen King, home lighting specialist, looks on. fairly clear, and little difficulty was experienced. Utiliz- 


ing ultra-short waves below the 10 meter band, the test 
was carried on between 6:30 and 7:30 P.M., the best 
time of day for Australian reception. 





Off to 37 Cities 

Four convention crews as they prepared to depart for 37 cities at 
which the more than 18,000 members of Frigidaire’s national sales 
organization will see the 1935 products for the first time and will learn 
of the advertising and sales plans that will help them sell. The crews 
will be on the road for nearly a month. 
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The Better Housing Program 





Better Housing Campaign 
Makes Steady Progress 


The Better Housing Program began 
the new year by passing the two hun- 
dred million mark in the value of 
modernization and repair work created 
by the program. More than 30 million 
dollars has been loaned by private con- 
cerns for this purpose; and hundreds of 
thousands of enthusiastic reports of in- 
creased business and employment have 
been received by FHA. 

It is conservatively estimated that a 
total of $250,000,000 worth of repairs 
and modernization has been stimulated 
by the Better Housing Program since 
the beginning of the drive last August. 
Much of this amount represents cash 
work. Financial organizations continue 
to obtain contracts entitling them to 
lend under the Modernization Credit 
Plan and local Better Housing Cam- 
paigns have now been organized in 
more than 5,000 communities. 


v 


New General Electric Program 
to Promote Better Housing 


Dedicated to the American home, a 
new radio program was launched on 
Sunday afternoon, January 13, over a 
nation-wide NBC network. It is spon- 
sored by General Electric, which has 
turned the time over to the Federal 
Housing Administration in the inter- 
est of better housing and home moderni- 
zation. 

Each week an outstanding American 
will appear on the program, while other 
features will be talks on “What Home 
Means to Me.” These brief talks will 
be given by people in various walks of 
life—such as a marine lighthouse keeper 
or a miner. They will be given a touch 
of the dramatic by having the broad- 
casts made by remote control from a 
lighthouse at sea or from a mine far 
beneath the earth’s surface. Folk lore 
songs will be used each week as the 
musical background. 


Vv 


Tenants Willing To Share Cost 
of Modernization 


Landlords are consulting their tenants 
and tenants are seeking out their land- 
lords to discuss cooperative moderniza- 
tion and repair of rental properties the 
Better Housing Community Campaign 
chairmen are discovering. Tenants are 
reported as willing to pay more rent 
when improvements are made. Low or 
moderate rental houses in bad repair 
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are the subject of these tenant-landlord 
conferences. Old plumbing, ponderous 
outmoded lighting fixtures, floors im- 
possible to keep clean, rickety stair- 
ways and ramshackle porches, outside 
and inside paint, are some of the sub- 
jects discussed at these novel meetings, 
which would have been futile gestures 
up to a few months ago when the 
Modernization Credit Plan of the Na- 
tional Housing Act began to operate 
under the guidance of the Federal 
Housing Administration. 


Vv 


FHA Industries Division 
Is Aiding Business 


The Industries Division of the Fed- 
eral Housing Administration has been 
organized to carry on a definite sales 
promotion program establishing contacts 
and offering suggestions to industry as 
a whole through mail, field meetings, 
personal contacts and convention meet- 
ings. Two sets of men who are experts 
in the industries they represent comprise 
the division. One group functions for 
the Federal government and the other 
represents industry and is paid by indus- 
try. Housed in a single set of offices in 
Washington these men collaborate on 
ways and means by which the building 
and allied industries can make the most 
out of the Housing Program. 

A series of meetings in 48 key cities 
is now being arranged in the form of 
Better Housing Conferences held jointly 
with meetings of an industrial group. 

The Industries Division Advisers first 
go into a huddle with the representatives 
of the industry while they are in Wash- 
ington. They cooperate with the ac- 
count executives in the advertising 
agency handling the account. They map 
advertising, merchandising and sales 
promotion campaigns in collaboration 
with representatives of the individual 
industries. They even train salesmen 
and instruct dealers how to make the 
most of the Better Housing Campaign 
to boost business. Success stories are 
passed from one industry to another so 
that they may profit mutually by experi- 
ences. 

Following extensive cooperation be- 
tween the industries adviser, the indus- 
tries representative and the advertising 
agency account executive an extensive 
program was launched by a large na- 
tional sales company. 

A mail order house with large na- 
tional distribution is cooperating in a 
campaign of modernizing retail stores 
of their customers. In addition to this 
they will devote two pages in their next 
catalog to the FHA plan as applied to 
stores. 


Among interesting figures disclosed 
by concerns that are beginning to feel 
the benefit of the modernization pro- 
gram are those from the management of 
a chain of restaurants which reports an 
increase of between 30 and 40 per cent 
in business in their restaurants that 
have been modernized. 

The Industries Division has been set 
up to serve all industries in every way 
possible by showing them how their 
wholehearted cooperation with the Bet- 
ter Housing Campaign can be made to 
yield dollars and cents to them. 
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Modernization Exposition 
To Be Held in New York 


The Greater New York Better Hous- 
ing, Home and Building Modernization 
Exposition has been announced for the 
week of March 25. Sponsored by the 
New York City Better Housing Com- 
mittee of FHA, the exposition will be 
held in the Port Authority Commerce 
Building which occupies the block be- 
tween 15th and 16th Sts., 8th and 9th 
Aves. 

The exposition is expected to attract 
many thousands of individuals inter- 
ested in those products which go into 
building construction and moderniza- 
tion. Manufacturers and distributors 
will exhibit and demonstrate both 
products and services. Exhibit spaces 
are available in units ranging from 
$250 to $1,000. Details of the govern- 
ment’s modernization program will be 
explained by representatives of FHA. 

Educational demonstrations and talks 
by recognized experts, aimed at both 
the individual home owner and the pro- 
fessional business manager, will cover 
better lighting, heating, ventilation, 
plumbing, painting and other problems 
of building operation and management. 

The electrical industry is represented 
on the sponsoring and advisory com- 
mittees by Ralph Neumuller and Clar- 
ence L. Law of the Electrical Associa- 
tion of New York and A. Lincoln Bush 
of the Council of Electrical Contractors 
Associations of Greater New York. 


v 


The Farmers Are Modernizing 


The extent of farm homes and out 
building repair and improvement con- 
tained in a summary of visits to farms 
made by field representatives of FHA 
indicates that farmers are utilizing the 
Modernization Credit Plan of the Na- 
tional Housing Act. Borrowing from 
their local lending institutions sums 
averaging about $500 a family, they 
are again building, repairing and re- 
modeling their places, with prospect of 
greater activity during the coming 
spring and summer. 

The list of work done during the fall 
and winter to date includes not only 
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Traveling Georgia: Starting in 1923 
with the old Carter Electric Co. as of- 
fice boy and spending some time in each 


department since then, J. C. (Johnny) 
Jones is now covering the northern 
Georgia Territory, working out of the 
Atlanta branch of the General Electric 


Supply Corp. 


seasonal requirements such as painting, 
roofing and installation of heating 
plants, but also remodeling and enlarg- 
ing homes, installation of water, bath 
and electric light and power facilities, 
deepening or drilling new wells, erect- 
ing wind mills, building silos and re- 
modeling barns to handle livestock more 
efficiently. 

The generally improved _ financial 
condition of the farmer in most sec- 
tions, despite current obligations, is 
responsible for his renewed interest in 
the state of his home, buildings and 
equipment. With prospects brighter 
than they have been in years, business 
houses and manufacturers who deal 
largely with farmers expect greatly in- 
creased building during the coming 
year. 
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Nation-wide Effects of TVA 
on Appliance Sales 


Six probable effects of the govern- 
ment’s Tennessee Valley Authority 
project are pointed out in the report of 
a personal survey made by a number of 
its editors and just published by Mc- 
Call’s Magazine. 

Pointing out the significance, both to 
the South and the country as a whole, 
of the TVA project, the survey explains 
the purpose and make-up of TVA and 
its subsidiary, the Electric Home and 
Farm Authority. Each of the four 
steps in the TVA “Electricity for All” 
program are described. Although three 
of the steps—cheaper current, lowered 
priced appliances, and sales on easy 
terms—are dealt with adequately, the 
report stressed especially the education 
and promotion phases of the program. 
The editors are convinced that the com- 
prehensive plan of TVA and its asso- 
ciates for consumer education and home 
electrification promotion are the fea- 
tures of the program that most deserve 


attention by the electrical appliance in- 
dustry. 

“No critic or partisan of the Tennes- 
see Valley Authority project, and cer- 
tainly no unbiased observer, can escape 
six major conclusions,” the report 
states. 

“1. The speed at which the cost of 
residential electricity is decreasing will 
be accelerated as a result of the TVA. 
Just as there is already a demand for 
lower rates from electricity consumers 
adjacent to but not inside of the Ten- 
nessee Valley, so the movement for 
lower rates can reasonably be expected 
to spread, 

“2. Lower-priced household electrical 
appliances will be expected by consum- 
ers. Since manufacturers have elected 
to sell the lower-priced TVA models 
on a national basis, it is inevitable that 
consumers will make a comparison be- 
tween these models of refrigerators, 
ranges and water heaters and lower- 
priced appliances that have not yet re- 
ceived TVA’s attention. 

“Because of low-priced appliances, 
there need not necessarily be a sharp 
drop in average prices of household ap- 
pliances. Experience in the Tennessee 
Valley has shown the possibility of sell- 
ing higher-priced electrical appliances 
than those with the TVA stamp of ap- 
proval. It thus becomes the objective 
of the manufacturer, his wholesalers 
and his retailers, to re-educate electricity 
consumers on electrical appliance price 
standards. 

“3. There will, as a result of the easy 
terms made available in the Tennessee 
Valley, be an increased demand for elec- 
trical appliance sales under easy terms 
and at low cost for financing elsewhere 
in the nation. So long as the terms 
under which the same household elec- 
trical appliance is sold differ radically, 
by sections of the country, there is 
bound to be consumer discontent and a 
demand for the more appealing terms 
of payment. Thus the movement for 
easy terms long fostered by the private 








A Sidewalk View: Of three of the men 
who are doing their bit in behalf of the 
Stokes Electric Co., Knoxville, Tenn. 
This house was founded in 1933 by 
A. D. Stokes (right). Next to him is 
E. S. Glaze, formerly with Electric 
Supply Co., Atlanta, and on the left 
stands F. L. Lee who has charge of 
counter sales. 


utilities will be continued and acceler- 
ated. 

“4. The government is spending vast 
amounts of money in the Tennessee Val- 
ley. Much of these expenditures are 
going for wages and salaries. Hence 
the purchasing power of the Valley’s 
inhabitants is rapidly increasing. This 
condition creates a market not only for 
electricity and electrical merchandise 
but also for all types of consumer goods. 

“5. It is also inescapable that we face 
an era of greater interest in household 
electrical apliances than ever before. So 
much space is being given in news- 
papers, magazines and on the air to the 
Tennessee Valley, cheaper electricity, 
lower-priced appliances and easier terms 
of payment that the public’s interest in 
household appliances is being acceler- 
ated. 

“6. Also inescapable is the conclusion 
that the time for comprehensive, ade- 
quate promotion of electrical appliance 
sales is now. Educational and _ sales 
promotion work has shown extraordi- 
nary results in the Tennessee Valley. 
Lower rates, more attractively priced 
appliances, more convenient terms of 
payment—these are probably focusing 
more quickly in the electrical industry 
than we realize. To take advantage of 
these conditions, however, consumer 
education and sales promotion should 
be started now.” 


v 
Subsidies Enjoyed by TVA 


On behalf of 10 million American 
citizens and institutions who have in- 
vested their savings in public utility 
securities, the American Federation of 
Utility Investors, a non-profit organi- 
zation, has released a booklet entitled 
“A Plea for Justice” which enumerates 
the following special privileges which 
the Tennessee Valley Authority enjoys 
as compared with privately operated 
plants. 

“1. The value of Muscle Shoals, which 
actually cost the taxpayers of this coun- 
try $60,000,000 to construct, is said to 
be carried on the books of TVA for rate 
making purposes at $25,000,000. 

2. The maximum tax paid by TVA is 
reported to be 5 per cent on the whole- 
sale price of electricity, whereas the 
privately owned company pays between 
15 per cent and 20 per cent on the retail 
price. In other words, the tax rate of 
the private company is more than four 
times as high as that of TVA. 

3. TVA is granted freight rates which 
are only two-thirds of the regular rates 
paid by individuals and private corpora- 
tions, even though the railroads are 
having a hard struggle to survive under 
the full rates fixed by the Interstate 
Commerce Commission. 

4. TVA is granted the free use of the 
United States mails for all purposes, in- 
cluding the sending out of bills to con- 
sumers and also advertising and propa- 
ganda material.” 
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What “Atttraction-Zone”’ 
Show Window Lighting 
Means to the 


By NORMAN B. HICKOX 


Vice President in Charge of Sales, 


Cu 


LIGHTING 
WITH 
“OLD STYLE 


REFLECTORS 


Compare this “old-style” lighting with the 
illustration above—notice how the light is 


wasted on 


compelled 





satay Wholesaler’s Salesmen 


ECAUSE of economic conditions many merchants have 
reduced the light in their show windows, either by 
using smaller lamps, or only part of the equipment. 

Electrical contractors and wholesaler’s salesmen having had 
nothing new to talk about window lighting, these sales have 
been spotty. 


Progressive merchants have not really neglected their dis- 
plays, but only planned them more carefully—placing the 
most important merchandise in the lower third of the win- 
dow. This, they discover, compels attention and makes such 
goods sell faster! 


Merchants call this “sales area” the “Attraction-Zone” 
and for a very simple reason: Nature has decided it is easier 
for people to look below eye level. The speed of modern 
civilization has decreed that eye-impressions shall be made 
in a hurry. By building his sales display in the “Attrac- 
tion-Zone” the merchant forces the passerby to see his mer- 
chandise in a moment’s time. 


He has been using floodlights to highlight this area and 
standard reflectors for general illumination . . . wondering 
why there wasn’t oné reflector that might do the work of 
both units. 


Today it’s a different story—there’s a brand new X-Ray 
Reflector that does this double duty—lights the ‘“‘Attraction- 
Zone” 35% to 50% brighter, with no increased operating 
cost, yet the remainder of the window is also well lighted. 
These reflectors use the same lamps as the old and require 
no special sockets or wiring. 
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This is ‘“‘Attraction-Zone” Lighting. 


1. Brighter windows with same size lamps. 
Most light on most important part of dis- 


2. 
play. 
3. Makes displays compel more attention. 
4. 35% to 50% more “punch” in the beam. 


5. Saves light—saves money—stops more 
people! 


Talk “Attraction-Zone” reflectors to merchants! They 
are eager to hear something NEW ... YOU surely know 
how light-conscious the “Better Light-Better Sight” cam- 
paign has made everyone . . . why not take advantage of it? 
Then, too, Spring displays are being planned by up-to-date 
merchants who will replace obsolete equipment with “At- 
traction-Zone’”’ lighting. 
being modernized. 


In many cases whole windows are 


Every “Attraction-Zone” call you or your contractors 
make will serve as an opening for the sale of lamps, fuses, 
Be the first to recommend them in your 





the background. People are not 


X-Ray Wholesalers have the new “Master” and “Monarch” Reflectors in stock. 
“Attraction-Zone” lighting circulars have been sent all over the country to the 
electrical trade. Additional copies for your use in sales contacts may be had 
from the nearest Curtis representative or by writing direct to— 


Curtis Lighting, Inc., 1121 W. Jackson Blvd., Chicago. 





to notice the merchandise. 


(Advertisement) 
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Conclusive Evidence: Visitors attending the recent open house and industrial 
show held by the Wm. H. Taylor Co., Allentown, Pa., were attracted by the 
antics of W. P. Fisher who dropped lighted flashlights on a concrete floor to 
show that they could “take it” and still be useful. 


New Jersey Housewives Vote On 
Most Popular Appliances 


Asked to vote on the five most essen- 
tial household electrical appliances, a 
group of 1,017 housewives in New Jer- 
sey, interviewed by editors of McCall’s 
Magazine, picked the electric flatiron, 
the home radio set, the floor-type vac- 
uum cleaner, the electric refrigerator 
and the clothes washing machine. Run- 
ners-up in the contest were the electric 
toaster, the clock, the sewing machine, 
the coffee percolator and the kitchen 
food mixer. 

When queried as to the electrical ap- 
pliance they planned to buy next, the 
housewives voted the refrigerator into 
first place, followed by the mixer, the 
clothes washer, the sewing machine, the 
ironer, the vacuum cleaner, the range, 
the dishwasher, the waffle iron and the 
electric clock. 

It was also discovered that these 1,017 
housewives, who attended 13 home- 
making lecture classes in 9 New Jersey 
communities, owned 8,882 electrical ap- 
pliances or an average of 8.73 appli- 
ances per home. The women stated that 
only 222 of the electrical appliances in 
their homes, or 24 per cent, were not in 
use. Most frequent reason given for 
not using an idle appliance was “out of 
repair.” Other causes for not operating 
appliances that had already been bought 
were given as “not needed,” “too ex- 
pensive to run,” “too much trouble,” 
“superseded by other devices,” “no con- 
venient outlet,” etc. Most significant 
was the disclosure that of the appli- 
ances owned but not in use, almost 30 
per cent were out of repair. 

Heating or table-type electrical ap- 


pliances are found most often among 
the appliances that are owned but not 
used. The 10 appliances most frequently 
mentioned by the New Jersey house- 
wives as being owned but not used, 
were the radiant heater, percolator, 
waffle iron, fan, cleaner, washer, toaster, 
radio set, clock and grill. 


Vv 


McGraw Medal for Cooperation 
Awarded to G. P. Buck 


This year the judges appointed to 
award the James H. McGraw Medal 
for Cooperation voted it to Gaylord P. 
Buck, general commercial- manager of 
the Public Service Co. of Colorado. 
This is in recognition of his construc- 
tive contribution to the advancement of 
cooperation in the electrical industry by 
his creative leadership in organizing 
the “Rocky Mountain” market develop- 
ment program in the states of Colorado, 
New Mexico and Wyoming. The 
presentation was made on January 24 
at a dinner held in Denver and spon- 
sored by the Rocky Mountain Elec- 
trical Association. 
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Remington-Rand Resumes 
“The March of Time” 


On January 25, Remington-Rand, 
Inc., resumed sponsorship of “The 
March of Time,” previously sponsored 
by Time, the weekly news magazine, 
over a nation-wide Columbia network. 


When this program first came to 
the air in March, 1931, it was widely 
acclaimed as significant and refresh- 
ingly new method of depicting news 
events, and it has consistently ranked 
since then as one of the most notable 
features of the air. 

Under Remington-Rand sponsorship 
the continued series will be presented 
at its regular weekly period, from 9:00 
to 9:30 p.m., E.S.T., on Fridays. Mem- 
bers of the staff of Time will continue 
to prepare the material for the broad- 
casts, which will remain under the di- 
rection of Arthur Pryor, Jr., radio di- 
rector of Batten, Barton, Durstine & 
Osborn, Inc. 


7 


Cold Water Heats Building by 
Reversed Refrigeration 


Reversible air conditioning equip- 
ment, which may be adapted to either 
heating or cooling, depending on the 
season, is now in operation in the new 
building of the Atlantic City Electric 
Co. at Salem, N. J. Engineers of the 
General Electric Co. and the American 
Gas and Electric Co. installed the equip- 
ment, which is the reversible-cycle re- 
frigerating type, commonly known to 
engineers as a heat pump. Reversing the 
cycle of the ordinary household refrig- 
erator, electrically-driven compressors 
absorb heat from a low temperature 
source, raise it to a higher level of tem- 
perature by mechanical compression of 
the refrigerant gas, and discharge it at 
high enough temperature to heat the 
building in cold weather. 

In this installation the heat is drawn 
from a well of water readily available 
which maintains a natural temperature 
of at least 56 degrees in the coldest 
weather. Hence the equipment is able 
to deliver its maximum capacity without 
regard to outdoor weather conditions. 
The heat is transferred from the water 
to the refrigerant in a large water cooler, 
the water leaving the cooler at about 40 
degrees. In the compression cycle, the 
temperature of the refrigerant is raised 
to 135 degrees and gives up its heat to 
the air within the building by passing 
through a condenser over which the 
air is circulating. In summer, this con- 
denser will act as a cooling surface to 
cool and dehumidify the air, and the 
heat thus absorbed will be dissipated by 
the water cooler, which may then serve 
as a water heater. Humidifiers for win- 
ter use, air filters, and a high velocity 
fan and air circulating system complete 
the air conditioning apparatus, main- 
taining close automatic control of both 
temperature and humidity within the 
building summer and winter. 

It is anticipated that in most severe 
weather an electrical input of approxi- 
mately 20 kilowatts for the driving mo- 
tor will produce a heat delivery to the 
building equal to about 70 kilowatts ex- 
pended in direct electric heaters. 
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Commodity Committees for 


1935 Announced by NEWA 


Seventeen commodity committees appointed to represent electri- 
cal wholesaling trade in its relations with manufacturers. Com- 
mittee structure revised and new committee appointed for 


residential lighting fixtures. 


N February 25, the committee on 

committees of NEWA met in New 
York and selected the personnel of the 
17 commodity committees which will 
represent the association in its relations 
with manufacturers during 1935. 

The committee which made the selec- 
tions was composed of Fred R. Eise- 
man, Revere Electric Co., Chicago; 
Walter J. Drury, Graybar Electric Co., 
New York, and Robert Beller, Beller 
Electric Supply Co., Newark. 

In accordance with recommendations 
made at the Detroit Convention in Octo- 
ber, two new committees were substi- 
tuted for the former inside construction 
materials committee. One will handle 
wiring devices and the other safety 
switches, motor control, tape, fuses, etc. 

The pole, line hardware committee 
was replaced by an outside construction 
materials committee. In view of the 
increased activity in the residential 
lighting field a new committee on residen- 
tial lighting fixtures was appointed. 

The complete list of committees, to- 
gether with their personnel, is as 
follows: 


Apparatus: G. H. Miller, chairman, 
Westinghouse Electric Supply Co., St. 
Louis; H. J. Baitinger, Baitinger Elec- 
tric Co., New York; G. H. Jacobs, 
Miller-Seldon Electric Co., Detroit; 
H. W. Gee, Gee Electric Co., Wheeling, 
W. Va., and J. H. Gleason, Graybar 
Electric Co., Chicago. 

ARMORED ConpuctTor: A. N. Anixter, 
chairman, Englewood Electrical Supply 
Co., Chicago; D. A. Hughes, Langdon 
& Hughes Electric Co., Utica; G. F. 
Hessler, Graybar Electric Co., New 
York, and Sam Kaplan, Belasco Elec- 
tric Supply Co., Chicago. 

Conpnuit: C. H. McCullough, chair- 
man, W. T. McCullough Electric Co., 
Pittsburgh; H. O. Smith, Hardware & 
Supply Co., Akron; B. T. Hare, Rum- 
sey Electric Co., Philadelphia; D. L. 
Fife, Fife Electric Supply Co., Detroit; 
W. F. Perry, Doubleday-Hill Electric 
Co., Washington, and T. C. Treadway, 
Treadway Electric Co., Little Rock. 

Conpbuit Fittincs & OuTLeT Boxes: 
M. W. Nichols, chairman, Nichols Elec- 
tric Co., Dayton; H. I. Sackett, H. I. 
Sackett Electric Co., Buffalo; August 
Kubec, Kubec Electric Co., Chicago, 
and L. M. Moore, Warren J. Green, 
Inc., Watertown. 





Fan Morors: W. L. Perry, chairman, 
Perry-Mann Electric Co., Columbia, 
S. C.; C. B. Nelson, Nelson Electric 
Supply Co., Tulsa; J. M. Sadler, Com- 
monwealth Edison Co., Chicago; R. A, 
Peck, American Electric Co., St. 
Joseph; J. B. Dunn, Tower-Binford 
Electric & Manufacturing Co., Rich- 
mond, and Joseph Kurzon, Joseph Kur- 
zon, Inc., New York. 


FLASHLIGHTS & BatreriEs: S. Board- 
man, chairman, Franklin Electric Co., 
Philadelphia; L. W. Korsmeyer, the 
Korsmeyer Co., Lincoln, and A. E. 
Loeb, Loeb Electric Co., Columbus. 


Heatinc & Motor Driven Devices: 
Sam Rosenthal, chairman, Hyland Elec- 
trical Supply Co., Chicago; J. S. Baker, 
Sacandaga Electric Supply Co., Fort 
Edward, N. Y.; J. H. Fisher, Westing- 
house Electric Supply Co., Philadelphia ; 
M. W. Bedient, L. A. Woolley, Inc., 
Buffalo; Jos. E. Sager, Sager Electric 
Supply Co., Boston; E. D. Story, Vik- 
ing Products Corp., New York; D. H. 
O’Brien, Graybar Electric Co., New 
York; K. S. Gorke, H. J. Gorke Estate, 
Syracuse, and A. J. Millington, General 
Electric Supply Corp., Chicago. 

INDUSTRIAL & COMMERCIAL LIGHT- 
ING: E, A. Hawkins, chairman, Gray- 
bar Electric Co., New York; H. C. 
Calahan, General Electric Supply Corp., 
New York, and W. G. Thomas, Mill- 
Power Supply Co., Charlotte, N. C. 

Lamps: R. L. Simon, chairman, 
Metropolitan Electrical Distributors, 
New York; E. J. Coyle, Colonial 
Electric Co., Philadelphia; R. Beller, 
Beller Electric Supply Co., Newark; 
E. A. Hawkins, Graybar Electric Co., 
New York, and W. I. Bickford, Iron 
City Electric Co., Pittsburgh. 

OvuTsIDE CONSTRUCTION MATERIALS: 
G. F. Hessler, chairman, Graybar Elec- 
tric Co., New York; L. A. Bodkin, 
Electric Supply Co., Des Moines; H. L. 
Harris, American Automatic Electric 
Sales Co., Chicago; E. D. Knight, Vir- 
ginian Electric, Inc., Charleston, W. 
Va., and W. Williamson, Westing- 
house Electric Supply Co., New York. 

Rapio & Tuses: C. B. Peck, chair- 
man, Charleston Electric Supply Co., 
Charleston, W. Va.; F. R. Elliott, 
Elliott-Lewis Electric Co., Philadel- 
phia; A. S. Greenfield, Greenfield 
Electric Supply Co,, Brooklyn; D. H. 
O’Brien, Graybar Electric Co., New 









York, and P. Stern, Interstate Electric 
Co., New Orleans. 


REFRIGERATION: L, E. Latham, chair- 
man, E. B. Latham & Co., New York; 
J. H. Fisher, Westinghouse Electric 
Supply Co., Philadelphia; E. M. 
Graham, National Electric Supply Co., 
Washington, D. C., and W. H. Hall, 
Jr., Baldwin-Hall Co., Syracuse. 

RESIDENTIAL LIGHTING FIXTURES: 
J. Fink, chairman, Efengee Electrical 
Supply Co., Chicago; D. Frankel, 
Frankelite Co., Cleveland, and J. S. 
Isaacs, City Electric Co., Syracuse. 


SAFETY SwitcH, Motor Contro1, 
Fuses AND Tapes: Karr Parker, chair- 
man, McCarthy Bros. & Ford, Buffalo; 
McKew Parr, Parr Electric Co., 
Brooklyn, and Geo. Steiner, Steiner 
Electric Co., Chicago. 

VENTILATING & ArR COoNDITION- 
ING: E. M. Graham, chairman, National 
Electric Supply Co., Washington; F. R. 
Elliott, Elliott-Lewis [Electric Co., 
Philadelphia, and H. I. Sackett, H. I. 
Sackett Electric Co., Buffalo. 

Wires & Caste: W. J. Drury, chair- 
man, Graybar Electric Co., New York; 
J. M. Newton, Oakes Electrical Supply 
Co., Holyoke, Mass.; C. E. Mason, 
Novelty Electric Co., Philadelphia; 
W. Williamson, Westinghouse Electric 
Supply Co., New York, and W. R. 
Kiefer, Kiefer Electrical Supply Co., 
Peoria. 

Wirinc Devices: H. D. Roseth, 
chairman, Co-Op Electric Supply Co., 
Chicago; S. Boardman, Franklin Elec- 
tric Co., Philadelphia; I. I. Jaffe, Silk 
City Electrical Supply Co., Paterson, 
and H. C. Calahan, General Electric 
Supply Corp., New York. 
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District Chairmen Elected 
by Code Commissions 


During the past few weeks the dis- 
trict code commissions appointed by the 
code authority for the electrical whole- 
saling trade have completed their or- 
ganizations in Buffalo, Philadelphia, 
Norfolk and St. Louis. The whole- 
salers selected as district chairmen are: 
Karr Parker, McCarthy Bros. & Ford, 
Buffalo; E. J. Coyle, Colonial Electric 
Co., Philadelphia; M. G. Goldbach, At- 
lantic Electric Corp., Norfolk, and 
George Corrao, Graybar Electric Co., 
St. Louis. 

The wholesalers chosen as chairmen 
in 30 other districts were reported in 
ELECTRICAL WHOLESALING for January. 
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Radio Service Men to 
Meet in Chicago 
The annual meeting of the Institute of 


Radio Service Men will be held at the 
Hotel Sherman, Chicago, March 22-24. 
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The same high quality which has always 
been identified with Paranite Products is 
in Paranite Safecote. 


“More Than Code Requires” 
































Be certain of the best in armored cable 
and non-metallic sheathed cable—insist 
upon Paranite A. B. C. and Paraflex. 


All Paranite Products are made right for 
absolute dependability in the big 1935 
Modernization Programs. 
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‘-LECTRICALLY WELDED TUBING 


Just about a year ago Steel and Tubes, Inc., introduced an improved Electrunite 
Steeltubes—an electric metallic tubing with a new inside surface designed to 
make cable slide through it more easily. 

Today, this conduit has been given universal acceptance, because it has 
proved its real worth. Millions of feet have been sold. Demand, many times 
during the year, has taxed production, and is still increasing. 

This fast-growing infant in the conduit field gives the building owner a big 
dollar’s worth—full mechanical and electrical protection for wiring. Archi- 
tects find it helpful where space limitation is a factor. Contractors like it, be- 
cause it helps finish jobs on schedule—profitably. And electricians find that it 
saves physical effort, because it requires no threading and cuts down by ap- 
proximately 35% the pull required on long runs of cable. 





Knurled inside finish in V4", 3," and 1” sizes 





Genuine Electrunite Steeltubes is sold 
only through reputable electrical whole- 
salers. If you are not now profiting 
through the sales promotion and adver- 
tising activities that are making Elec- 
trunite Steelrubes a “‘buy-word” among 
contractors, it will pay you to investigate. 
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Latest Code Developments 





Hearing Held on Amendment to 
Electrical Wholesaling Code 


The divisional code authority has 
recommended to NRA that article IV, 
section 8, of the supplemental code for 
the electrical wholesale trade be amended 
as follows: 

“It shall be an unfair trade practice 
for a member of the trade to grant or 
offer to grant to a customer a discount 
for cash at a percentage greater than 
the percentage of discount for cash re- 
ceived by such member of the trade on 
the same merchandise, or to allow or 
offer to allow extra discounts for antici- 
pation of payment, or to allow or offer 
to allow a discount for cash on accounts 
remaining unpaid after the 10th of the 
calendar month following date of ship- 
ment, or to grant or offer to grant any 
discount for cash where payment is 
made by warrant, note or trade ac- 
ceptance.”’ 

A public hearing 
amendment was held 
January 24. 


on the proposed 
in Washington on 
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New Administration Member of 
Electrical Code Authority 


L. A. Coons, 45 Broadway, New York 
City, who was at one time connected 
with the Welsbach Co., in a_ sales 
capacity, has been selected by NRA as 
the administration member of the divi- 
sional code authority for the electrical 
wholesaling trade. Mr. Coons is also 
representing the administration on the 
code authorities of several other whole- 
saling divisions. 
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N. Y. Refrigerator Distributors 
Have Separate Code Commission 


The divisional code authority for the 
electrical wholesaling trade has ap- 
pointed a separate district code commis- 
sion to administer the code for the re- 
frigeration distributors in districts three 
and four, comprising the New York 
metropolitan area. This commission 
will operate independently of the dis- 
trict code commission for the electrical 
wholesaling trade which was previously 
organized with R. L. Simon as chair- 
man. 

It is planned to also appoint a 
separate refrigerator commission for 
Chicago and for any other metropolitan 
areas containing a sufficient number of 
electrical distributors of the specialty 
type. In other areas, refrigerator dis- 
tributors will be represented on the dis- 
trict code commissions already estab- 
lished. 

Refrigerator distributors appointed to 


the New York Commission are: R. H. 
Canaday, Canaday Cooler Co.; H. B. 
Barber, Kelvinator Corp.; L. E. 
Latham, E. B. Latham & Co.; Henry 
Dreinel, Bushwich-McPhilbin; Robert 
Stevenson, Rex Cole, Inc., and E. B. 
Ingraham, Times Appliance Co. 
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Wholesaling Code Authority 
Offers Amendment to Code 


The general code authority for the 
wholesaling or distributing trade has 
asked NRA approval of an amendment 
empowering it to “use such trade asso- 
ciations and any other agencies as it 
deems proper for the carrying out of 
any of its activities” and to gather trade 
information and reports. 
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Chicago Code Commission 
Sends Notice to Trade 


A. J. McGivern, secretary of the 
Code Commission, District 27, for the 
electrical wholesale trade, has sent the 
following letter to all known whole- 
salers of electrical goods in that dis- 
trict: 

“The supplementary code of fair com- 
petition for the electrical wholesale 
trade became effective on August 23, 
1934. 

“The general code of fair competition 
for the wholesaling or distributing trade 
became effective on January 2, 1934. 

“The commissioners for administer- 
ing the code in this district were ap- 
pointed on September 27, 1934. 

“These two codes together, 
everyone whereyer located who 


cover 
pur- 


chases electrical apparatus, appliances, 
materials 


and/or supplies (except 








Obvious: Yes, T. M. Harris is with 
General Electric Supply Corp. For the 
past four years he has been covering 
the country territory for the Chatta- 
nooga branch. 


radio) and sells them to retailers 
and/or to. institutional, commercial, 
and/or industrial users, and/or to any 
other buyers except ultimate consumers 
for home and personal use. 

“District No. 27 covers all territory 
in Illinois, north of the southern 
boundaries of Hancock, Schuyler, Cass, 
Menard, Logan, Macon, Piatt, Douglas 
and Edgar Counties. In Indiana, New- 
ton, Jasper, Lake, Porter, LaPorte, St. 
Joseph and Elkhart Counties. In 
Michigan, Berrien and Cass Counties. 

“It is essential that everyone con- 
cerned familiarize himself with all the 
requirements of the codes. 

“Your commission is now organized, 
headquarters are established, complaint 
forms are available, additional copies of 
the codes may be obtained at this office 
at five cents each. 

“This is your code. The cooperation 
of all is necessary to insure the most 
beneficial results. Each member of the 
trade should report code infractions. 
The name of the complainant in any 
case will never be disclosed. Let this 
office assist you in every way possible. 

“This notice is given as a matter of 
courtesy, as ignorance of the provisions 
of the codes does not excuse anyone 
from the responsibility of operating 
under the codes.” 
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Electrical Manufacturing 
Code Authority 


The following new members have 
been elected to replace the 10 members 
whose terms expired last October: G. 
L. Draffan, Ohio Brass Co., Mansfield, 
Ohio; L. W. Grothaus, Allis-Chalmers 
Manufacturing Co., Milwaukee; F. W. 
Magin, Square D. Co., Milwaukee; S. 
L. Nicholson, Westinghouse Electric & 
Manufacturing Co., New York City; M. 
Porosky, Holtzer-Cabot Electric Co., 
Roxbury, Mass.; R. Edwards, Edwards 
& Co., New York City; B. D. Kunkle, 
General Motors Corp., Detroit; T. O. 
Moloney, Moloney Electric Co., St. 
Louis; C. L. Peirce, Jr., Hubbard & 
Co., Pittsburgh, and C. E. Swartzbaugh, 
Swartzbaugh Manufacturing Co., To- 
ledo. 
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Oil Burner Industry 
Submits Code Budget 


The code authority for the oil 
burner industry. has applied to NRA 
for approval of a $24,625 budget to 
cover the expense of administering its 
code from December 17, 1934, to 
June 16, 1935. 

The proposed basis of contribution 
on products of the industry as defined 
by the code would be 50 cents each for 
conversion type oil burners and one dol- 
lar each for combination oil burning 
boiler burner units. Fifty per cent of 
the assessment would be charged 
against the manufacturer and 50 per 
cent against the dealer or distributor. 
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HERES A 


HUNCH ! 


LISTEN, Mister, this Better 


Light—Better Sight idea is just about 
the greatest thing that’s ever hit the 
lighting industry ... It’s a natural 
from the word “Go”! And it’s going 
to give you a better break to get 
bigger Edison Mazpa lamp contracts 
than any other sales promotion plan 
in the history of the industry. Look 
what's happening right now: 


IT’S A “NATURAL” 








1.125.000 orders received for 
the Lighting Tape Measure within 
one month after it was announced. 
Right now printing presses are grind- 
ing out their 2,250,000th!...That 
means just one thing...the public is 
taking an active interest in lighting 
that’s far and beyond the wildest 
dreams of those who started the Bet- 
ter Light— Better Sight idea. Doesn’t 
that spell bigger lamp contracts in your 
language! 

Approximately 8400 people directly 
interested in lamp and lighting sales 
attended the 54 lighting schools 
staged by General Electric’s traveling 
Lighting Sales Institute in three 
months’ time! They learned the 
Better Light-Better Sight approach 
in selling lighting. Multiply that 8400 
by the number of lamp customers 
who will hear the Better Light — 
Better Sight story in the next few 
months. You'll have that many more 
reasons for stocking vour dealers with 
Edison MAZDA lamps! 


BIGGER CONTRACTS 





To enable your salesmen to take full 
advantage of the Better-Light—Bet- 
ter Sight idea in lining up bigger 
dealer contracts, they should know 
some of the startling facts revealed 
by the Science of Seeing. These facts 
are now available in a 20-page book- 
let, «The New Story of Seeing” which 
also includes charts 
showing the type 
and wattage of 
lamps recommended 
for every kind of 
lighting fixture. Mail 
this coupon today! 


Sales Promotion Department, 166, EW-1 -2 
General Electric Co.; Nela Park. Cleveland, O. 
Gentlemen: Please send me free of charge 
(_ ) copies of your booklet, ‘‘The New Story 
of Seeing.”’ 


Name 
Name of Company — 


ye ee ee eee 





Eacn year more dealers sell 
MAZDA lamps bearing this 
trade-mark ts) than any other 
brand. How can you afford not 
to push a lamp so widely ad- 
vertised ? 


EDISON MAZDA LAMPS 
GENERAL (3 ELECTRIC 
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Code Authority Bulletin 
Explains Code Provisions 


The code authority has made the fol- 
lowing explanations of sections in 
article IV of the electrical wholesale 
code. These explanations have been 
submitted to NRA and approved by the 
deputy administrator in charge of the 
electrical wholesale code. 

Section 3—Some wholesalers make a 
practice of stocking trucks with mer- 
chandise and making sales and de- 
liveries therefrom. 

The code authority is of the opinion 
that a charge for such delivery, outside 
of a free delivery zone, must be made, 
and that the charge shall be equal to the 
cost of delivery made by a common car- 
rier for the same service. 

Section 8—(a) An application for 
exemption from the provisions of this 
section was received from District No. 
25. The granting of an exemption to 
this district or to any other district was 
disapproved. It was the opinion of the 
code authority that this provision should 
be enforced generally, so long as it re- 
mains a part of the code. 

(b) It was the opinion of the code 
authority that no exception should be 
made from the provisions of this sec- 
tion in the case of quotation or sale to 
departments of the government or to 
state or municipal buyers, even though 
wholesalers may be competing for such 
business with manufacturers not bound 
by this provision. 

(c) It was the opinion of the code 
authority that if a customer has settled 
an account by note or trade acceptance, 
such customer may be granted a cash 
discount on new purchases. 

(d) In the opinion of the code 
authority, cash discounts are not per- 
mitted on instalment payments. 

(e) The code authority recom- 
mended an amendment to the code 
which would provide that to offer to 





grant a discount not permitted by this 
section is an unfair trade practice. The 
code as written prevents only the giv- 
ing of such discount and does not 
specifically prohibit the offering of such 
discount. The proposed amendment, 
which came up for public hearing at 
Washington on January 24, is intended 
to prevent this practice. 

Section 9—(a) Some manufacturers 
require wholesalers to share in the cost 
of demonstrations. In the opinion of 
the code authority, demonstrations are 
considered to be bona fide cooperative 
advertising, and, as such, absorption of 
the cost by wholesalers is not a viola- 
tion of this section. 

This section was intended to provide 
against the payment for or absorption 
of any charge for only material used 
for sales promotion furnished by the 
manufacturer through the medium of 
the wholesaler to the dealer. 

(b) It was explained that this sec- 
tion prevents wholesalers from paying 
for or absorbing the cost of sales pro- 
motion material furnished by lamp 
manufacturers. 

It was the opinion of the code 
authority that all practices in the whole- 
sale distribution of lamps should con- 
form with all of the provisions of the 
electrical wholesale code. 


Vv 


Multiple Assessments Abolished 
for Retail Trade 


In a move to solve one of the more 
difficult problems of code administra- 
tion, NRA has approved an order under 
which any firm engaged in retail trade 
will be required to pay only one assess- 
ment for code administration regardless 
of the number of retail codes which af- 
fect portions of its business. However, 
it will be required to pay that assess- 
ment on a basis to cover its entire retail 
business, no matter how many lines it 
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Incandescent lamps sold in the United States, 1919-1934 (1934 estimated) 





includes. Other than retail business 
done by such firms will not be affected. 

In the past, establishments handling 
different lines, covered by different 
codes, have been relieved of having to 
pay more than one assessment by pay- 
ing only on the principal line. This 
has placed a disproportionate burden 
on one-line establishments which, often, 
are the smaller ones, and has freed 
others from paying their fair share of 
the expenses of code administration. 

The order was approved only after a 
study of several weeks had shown that 
each of the various code authorities 
would receive its proper share of the 
total assessments collected. The action 
indicates possible similar simplification 
throughout the code structure as soon 
as equitable means for working it out 
are perfected. 

Retail trade assessments are paid ac- 
cording to the number of employees en- 
gaged in each establishment or are 
based on dollar volume of business. 

The one-assessment rule is not made 
absolute. An establishment may elect 
to pay each code authority concerned, 
but if so, it must certify to the authority 
governing its principal line that the pro- 
portionate payments have been made on 
the minor lines. Agreements hitherto 
made between code authorities for di- 
vision of funds remain intact. 

An important provision is that the 
code authority which accepts assess- 
ments covering minor lines “shall 
thereby be subject to the obligation of 
furnishing to such minor line code 
authority such assistance in administra- 
tion and compliance as may reasonably 
be requested.” This will not deprive 
the minor line code authority of the 
right to secure compliance on its por- 
tion of the establishment’s business. 


v 


Supplemental Wire Code 
Is Approved 


The supplemental code for the wir- 
ing device subdivision of the electrical 
manufacturing industry was approved 
by NRA on January 15. This code be- 
came effective January 26. 

The code provides that the supervis- 
ory agency may cancel a price call. It 
exempts export trade from the code and 
permits selling below cost under certain 
circumstances. It prohibits homework 
except under certain conditions. The 
code contains eight general trade prac- 
tice provisions dealing with misleading 
advertising, statements regarding poli- 
cies of competitors, misrepresentation 
of products, secret rebates, splitting 
commissions, false invoicing, commer- 
cial bribery and espionage of competi- 
tors. It also embodies an article cover- 
ing liquidated damages under which any 
employers of the subdivision who desire 
to do so may enter into an agreement 
providing for the payment of damages 
in case of violation of the code. 
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PROGRESS 


—_ CREATES NEW 
rave SALES APPEAL 


GENERAL DUTY 
BULL. 41404 


Vaderar** 
ghaoxe torres 


ENC. switch 
Fer 3° 
SOAMP 

i25V 


THIS MODERN SAFETY SWITCH IS YOUR OPPORTUNITY 


If you had your choice wouldn’t ments in many sections. Ideal for 


Bul. 4140H2—Type D—30 ampere— 

2 : positive Make and Break. Plenty of 
train, the newest low wing plane, or compressors, unit heaters, dairies, knachouts located mear back edges ts 
permit direct running of conduit. Not 

only customary ample wiring space 
but mechanism completely removable 
to permit unobstructed pulling of wires. 


you rather ride a new streamline oil burners, domestic stokers, air 


ai ; ? Te? a} 
air flow car? It’s human nature to laundries, ice plants, stores, etc. 


want the latest ... and the man who ; : 
=e This small switch offers an un- 


supplies a modern safety switch ; : , 
usual opportunity. Carried by in- 


marks his job as better ... makes an : 

; ; dependent electrical wholesalers 
impression that gets more business. 
everywhere. Feature it now. Send 


the appeal of this modern Cutler- forliterature. CUTLER-HAMMER, 


Hammer (Bul. 4140) Safety Switch. Inc., Pioneer Manufacturers of Elec- 
It has every desired feature. Suite tric Control Apparatus, 1327 St. 


able for entrance switch requiree Paul Avenue, Milwaukee, Wisc. 


CUTLER-HAMMER SWITCHES 


BUILT TO THE FAMOUS STANDARD OF CUTLER-HAMMER MOTOR CONTROL 


Alert contractors will cash in on 
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Trade Associations 





Northeastern Association 
Elects New Members 
Three new members of the North- 
eastern Electrical Wholesalers’ Asso- 
ciation reported by Almon Foster, man- 


aging director, are the Hardy Co., 
Boston, Des Roberts Electric Supply 


Co., Lynn, and Mendell Electric Supply 
Co., New Bedford. 
v 


RMA Directors Develop 
1935 Promotion Plans 


Substantial progress on the national 
radio promotion project of RMA was 
reported at a directors meeting held in 
Chicago January 10. 

It was decided to include sponsorship 
by RMA of a public radio show in Chi- 
cago next October. As in past years, the 
show will be under private management. 


v 


Executives of NEMA Predict 
Ten Per Cent Gain in ’35 


The following outline of the pros- 
pects of the electrical manufacturing in- 
dustry for business in 1935 by Frank 
C. Jones, president of NEMA, reflects 
expressions of opinion recorded at a 
recent meeting of the executive com- 
mittee of that association: 

“The electrical manufacturing indus- 
try may expect an improvement in busi- 
ness in 1935 as compared with 1934 
ranging from ‘next to nothing’ up to 
20 per cent, depending upon the chief 
line of products of each individual com- 
pany. In general, the feeling among 
members of NEMA’s executive com- 
mittee is that the industry may look for 
an average increase of 10 per cent.” 

Mr. Jones cited the following factors 
as favorable to improvement in the elec- 
trical manufacturing industry: 

1. Expansion of public works con- 
struction. 


2. More favorable outlook for in- 
dustry generally and, therefore, for 
sales of electrical equipment to in- 
dustry. 

3. The likelihood of a_ substantial 


movement toward rural electrification. 

4. The fact that utilities will have 
to push sales of household electrical 
appliances in order to build up a larger 
power load to offset declining rates. 

5. Better tax collections in munici- 
palities, with greater opportunity for 
promotion work on products offered for 
sale to municipalities and other local 
governmental agencies. 

6. FHA stimulus to the market for 
electrical products, including not only 
homes but also office buildings and 
factories. 


7. Tendency to put excess cash re- 
serves into plant improvement. 

8. Improvement of the automobile 
industry and, consequently, sales of 
electrical products entering into the 
manufacture of automobiles. 

The following were cited as adverse 
factors in the 1935 prospects of the 
industry : 

1. Apparently adverse governmental 
attitude toward public utilities, which 
has caused a very substantial postpone- 
ment of all except absolutely necessary 
maintenance work on utility properties. 

2. The adverse effects of the attitude 
of business toward the Securities Act. 

Mr. Allen further said that the out- 
look of the industry for the autumn of 
1935 seems substantially better than 
for the first half of the year. 


v 


Merchandising Contest For 
Small Appliances 


To encourage more aggressive sales 
effort on the part of all dealers in elec- 
trical appliances, a Better Merchandis- 
ing Contest has been announced for 
1935. There will be a total of $2,400 in 
prizes with allotment of $600 in each 
quarter. 

The basis of the awards for January, 
February and March will be for “the 
best plan for sales training of retail 
clerks in selling Electrical Housewares 
and how the plan was applied”; for 
April, May and June prizes will be for 
best window display; for July, August 
and September for “best store display,” 
and for the last quarter, October, No- 
vember and December for best sales 
and promotional plans. 

A first prize of $100 and a second 





Operating Manager: 
Electric Supply Corp..branch at Knox- 
ville, Tenn., C. R. Booker js well pleased 


Of the General 


with his new quartérs down there— 


after seeing them, we can hardly blame 
him. 








prize of $50 is offered to the winners 


of three classes of outlets, 
namely, (1) departmentalized stores, 
(2 other retail outlets, (3) utilities. 
There will also be five honorable men- 
tion prizes of $10, to be offered in each 
class. 

The contest is sponsored by Edison 
Electric Institute in conjunction with 
the following appliance manufacturers: 
General Electric Co.; Hamilton-Beach 
Manufacturing Co.; Knapp-Monarch 
Co.; Landers, Frary & Clark; Manning- 
Bowman Co.; Proctor & Schwartz 
Electric Co.; Robeson Rochester Corp. ; 
The Silex Co.; Waters-Genter Co.; 
Westinghouse Electric & Manufacturing 
Co.; Swartzbaugh Manufacturing Co., 
and American Electrical Heater Co. 

The electrical housewares commit- 
tee, which is a joint committee of manu- 
facturers and utility representatives 
(formerly electric table cookery com- 
mittee) will continue to publish each 
month a news’ medium, Electrical 
Housewares, which it is expected will 
have wide distribution among manufac- 
turers, wholesalers, dealers of all classes 
and utilities. Last year’s effort was cen- 
tered on the “table cookery” group but 
this year numerous other popular items 
such as irons, clocks and the like, will 
be included in the promotional program. 
The Electrical. Housewares publication 
will succeed Table Cookery Topics, but 
the former slogan of the Committee, 
“Ev_ectric TABLE SERVICE SAVES,” 
which is now a familiar expression 
from coast to coast, will be retained. 


Vv 


in each 


National Council 
Reduces Dues 


Increased membership has permitted 
the National Council of Electrical 
Wholesaler Associations to reduce its 
dues from one dollar to 50 cents per 
association member per month, accord- 
ing to an announcement by G. V. Weir, 
managing director of the council. The 
new dues became effective February 1. 


¥ 


Philadelphia Dealers 
Sell 1,000 Ranges 


A year’s electric range and water 
heater activity, embracing a six months 
active campaign, in 1934 succeeded in 
adding a total of 1013 of these major 
appliances to the lines in the Phila- 
delphia territory through dealer out- 
lets, exclusive of the public utility. 

Results of the campaign proper, 
lasting from mid June to the end of 
the year, showed sales of 699 electric 
ranges and 114 water heaters. In addi- 
tion, 200 ranges were sold as a unit 
to a building development and not 
listed in the campaign figures; these 
added to sales prior to the campaign 
period brought the total to the “thou- 
sand-plus.” 
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THEY FIT SINGLE 





GANG BOXES 
THEY FIT STANDARD 
TUMBLER SWITCH 
PLATES 
Catalog 
Number Description 
5421 Single Pole 
5422 Double Pole 
5423 3-Point 
5424 4-Point 
5426 S. P. Quad. Break 
5431 Single Pole 
5432 Double Pole 
5433 3-Point 
5434 4-Point 
5436 S. P. Quad. Break 


Dimensions of Cups: Length 2 3/4 inches; 
Width 1 3/4 inches; Depth 1 15/16 inches 


FOR FURTHER INFORMATION WRITE 
TO THE NEAREST BRYANT OFFICE 


BRYANT superior wiring. Dev 
Manufactured by THE BRYANT ELECTRIC CO., Bridgeport, Conn. 














AMPERES 
125 Volts 250 Volts 
20 20 
20 20 
20 20 
20 10 
20 20 
30 30 
30 30 
30 30 
20 10 
30 30 





FLUSH 


TUMBLER 


No. 5432 Double pole 
Templus handle 





No. 5432 Double pole 
steel handle 





No. 5432 Double pole 
lock type 





ge 





Devicer 





MANUFACTURERS OF “SUPERIOR WIRING DEVICES” SINCE 1888. 
NEW YORK 100 East 42nd Street . . CHICAGO 844 West Adams Street 


- MANUFACTURERS OF HEMCO PRODUCTS 
. SAN FRANCISCO 149 New Montgomery Street 
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Wholesaler Activities 





Wholesaler Salesmen Form 
Leonard Key Club 


A new wholesale club was announced 
at zone meetings held at strategic points 
last month for Leonard wholesale sales- 
men, according to G. Strelinger, sales 
manager of the Leonard Refrigerator 
Co. 

Distributors’ wholesale men are con- 
sidered the key men in Leonard’s sales 
organization, he said, and for this rea- 
son the new organization is called “The 
Leonard Key Club,” banding these men 
together in working toward a common 
goal and providing a medium for the 
exchange of ideas for their mutual bene- 
fit. Better quota performance on Leon- 
ard sales to and through dealers is the 
objective of the club. 


Vv 


Graybar Houses Add 
Refrigerator Lines 


Appointment of the Graybar Electric 
Co. as distributors for northeastern 
New York state with headquarters in 
Albany has been announced by Frigi- 
daire Corp. Frigidaire household re- 
frigerators, commercial refrigeration 
equipment and air conditioning units 
will be distributed in this area through 
a retail dealer organization made up of 
independently owned business houses 
and department stores in virtually every 
community, the announcement stated. 

Existing Frigidaire headquarters here 
will be taken over by Graybar to house 
its new activity and Walter B. Cooke, 
who has been Albany district manager 
for Frigidaire, will assume the man- 


agership of the Frigidaire division of 
Graybar. The Frigidaire division of 
Graybar will be operated separately 
from the other Graybar wholesaling 
operation here. 

According to an announcement made 
here recently by G. Strelinger, sales 
manager Leonard Refrigerator Co., De- 
troit, the franchise for distribution of 
Leonard refrigerators in Los Angeles, 
San Francisco, Houston, Indianapolis, 
Columbus and Richmond, has_ been 
awarded to the Graybar Electric Co. 


Vv 


Harry Moll Now Distributing 
Kelvinators in Denver Area 


The franchise for distribution of Kel- 
vinator refrigeration in the Denver ter- 
ritory has been awarded to Harry Moll, 
Inc., according to a recent announce- 
ment by H. W. Burritt, vice-president 
in charge of sales of Kelvinator Corp., 
Detroit. 

Mr. Moll is considered an outstand- 
ing merchandiser and widely known as 
a radio wholesaler in the Mile-High 
area. The company recently moved into 
new quarters at 444—14th Street, Den- 
ver. 


v 


New Cincinnati Distributor 
Selected by Fairbanks-Morse 


A new company, Appliances Inc., re- 
cently organized in Cincinnati, has been 
appointed exclusive distributor for the 
Fairbanks-Morse line of appliances in- 
cluding home and auto radios, wash- 








A Wholesaler’s Idea: C. A. Muller, manager of the Quincy, IIl., house of the 
Crescent Electric Supply Co., admits that once in a while a wholesaler develops 


a good merchandising idea. 


appliance display suitable for both show window and counter use. 


As evidence, he submits this photograph of a unique 


Extra effort 


on washers brought this house a handsome sales increase in ’34. 


ing machines, ironers and the new ‘“‘Con- 
servador” refrigerator. 

W. H. Burckhardt is president of the 
new company and Guy Flaig has been 
appointed sales manager. Mr. Burck- 
hardt is one of Cincinnati’s well-known 
business men and Mr. Flaig has been 
active in the electrical distributing field 
in the middle west for a number of 
years. 


v 


Graybar Promotes Wilkins 


The Graybar Electric Co., New York 
City, announces the appointment of M. 
L. Wilkins as manager of its office at 
222—9th Street, Oakland, Calif. Mr. 
Wilkins joined the Western Electric 
Co. in 1923 coming from the Kewanee 
Western Supply Co. of Twin Falls, 
Idaho. His 12 years in the Oakland office 
of the Western Electric and Graybar 
companies have been largely devoted to 
sales work and his recent promotion is a 
natural outcome of this activity. 


¥ 


Dealer Meeting Held by 
Moser & Suor 


Moser & Suor, Inc., Kansas City dis- 
tributors of Norge refrigerators, held 
an open house for dealers, January 11. 
A show with a New York cast was 
given in the forenoon at the Uptown 
Theatre, business sessions in the after- 
noon, and a banquet in the evening. Sev- 
eral hundred dealers attended. Howard 
Blood, president of Norge Corp., at- 
tended the meetings. 


Vv 


Hirsh Now Sole Owner 
of Lax Electric 


Through a transaction effected last 
month, Jerome Hirsh became the sole 
proprietor of the Lax Electric Co., of 
St. Paul, Minn. This concern, formerly 
located at 512 Snelling Ave., recently 
moved to the Foot-Schulze Bldg., at 492 
Robert St. 


Vv 


Federal Reserve Report 


Federal Reserve Banks have released 
the following percentage comparisons 
covering sales of electrical wholesalers 
for the month of November: 

















i: Be 

Nov. 1934 with| date 

with 

Federal Reserve} Oct. | Nov. | year 

District 1934 1933 ago 
Chicago.......- + 2.4) +17.5) +30.2 

Philadelphia.... | +10. | +27. | +27. 
San Francisco... | — 9-6) +27.1) +36.2 
St, Lows. ..60. ee ey peed 
AtINOEE 56 i055 cs + 7.8) +63.5) +45.2 
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Sutton Made Business Manager 
of “Electrical Wholesaling” 


Glenn W. Sutton, for the past three 
years eastern manager of the Electrical 
Trade Publishing Co., has been ap- 
pointed business manager of both 
ELECTRICAL WHOLESALING and ELEc- 
TRICAL CoNTRACTING. A graduate of 
Cornell University in the class of 1918, 
Mr. Sutton has been continuously en- 
gaged in the publishing field since his 
college days when he acted as business 
manager of the Cornell Annual. From 
1918 to 1921 he was located in Chicago 
on the business staff of the Automobile 
Blue Book, Auto Trade Directory and 
Motor Life. 

In 1921 Mr. Sutton organized the 
Graffis-Sutton Publishing Co., which 
published Petroleum Age. Selling out 
his interest in 1926, he became New 
York district sales manager for the 
Gage publications, including Electrical 
Record, Electrical Manufacturing and 





Glenn R. Sutton 


Electrical Specifications, continuing in 
this position until he became connected 
with the Electrical Trade Publishing 
Co. in 1931. 


Vv 


Atlanta Wholesaler Expands 


The Electric Supply Co., Atlanta, Ga., 
has recently doubled its floor space by 
taking over the store adjacent to its 
quarters at 101 Walton St., N. W., 
which has provided space for a new of- 
fice and warehouse. The wholesaler 
reports that it is now the third largest 
distributor in the United States of Ar- 
vin electric home heaters. 


v 


A. L. Hallstrom Completes 
40 Years with Graybar 


On January 14, the occasion of his 
40th anniversary with the Western 
Electric and Graybar companies, A. L. 


Hallstrom, district manager for the 
Graybar Electric Co., was tendered a 
luncheon by employees of the Philadel- 
phia branch at the Penn Athletic Club. 
F. A. Ketcham, president of Graybar, 
was the principal speaker and con- 
gratulated Mr. Hallstrom on his faith- 
ful and successful service record with 
the company and also presented him 
with a 40 year service pin. Others 
present were members of the Philadel- 
phia house management committee, 
Graybar specialists, branch managers 
and salesmen of the Atlantic district. 


v 


New Los Angeles Address 
for Incandescent Supply 


The Incandescent Supply Co., Los 
Angeles, has moved from 1,000 S. Los 
Angeles Ave. to the building at 825-833 
E. Third St., formerly occupied by the 
Western Light and Fixture Co. The new 
quarters provide large fixture show- 
rooms and more spacious quarters for 
the supply department. 

Maxwell Rosen has been made general 
manager of this firm and John J. Adams 
supply department manager. Several 
salesmen, previously connected with the 
former Western Light and Fixture Co., 
have joined the organization and two 
new inside men have been taken on. 


v 


G. E. Supply Announces 
Changes in Personnel 


W. R. Craw, formerly district audi- 
tor in New York, has been named as 
district operating manager. He suc- 
ceeds C. W. Collins, who died on De- 
cember 24. 

W. H. Tucker has been appointed 
service supervisor at the New York 
office. At Atlanta, R. A. Clark has been 
promoted to district manager. He is 
succeeded as district operating manager 
by H. E. Lane. 

G. H. Larson has replaced P. J. 
Fisher as manager of the branch at 
LaCrosse, Wis. 





Obituary 


T. B. Cabell 


Thomas Breckenridge Cabell, presi- 
dent of the Cabell Electric Co., Jackson, 
Miss., died suddenly on January 11. 
Born in Bowling Green, Ky., in 1883, 
he attended the local high school and 
Ogden College, then went to Boston, 
where he graduated from the Massa- 
chusetts Institute of Technology in 
1905. After several years with elec- 
trical contracting firms in the South, 
he joined the Electric Supply Co. of 


Memphis as a salesman. In 1919, with 
S. C. Irby, he organized the Cabell-Irby 
Co. in Jackson, Miss. Two years later 





T. B. Cabell 


the business was changed from con- 
tracting to wholesaling and, five years 
later, Mr. Cabell purchased his partner’s 
interest and the firm name was changed 
to the Cabell Electric Co. 

Mr. Cabell was an active member of 
NEWA, Jackson Chamber of Com- 
merce, Rotary Club and the Missisippi 
Electric League. 


Harry C. Goldrick 


Harry C. Goldrick, merchandising 
manager of the Los Angeles office of 
the Graybar Electric Co., died Janu- 
ary 9 just at the beginning of his 19th 
year in the services of this company. 
Born in East Brady, Pa., on May 1, 
1877, Mr. Goldrick attended Purdue 
University and also studied civil en- 
gineering prior to entering the electri- 
cal field. From 1905 to 1915 he was 
connected with the Kellogg Switch- 
board and Supply Co. and held the po- 
sition of sales manager at the time he 
decided to cast his lot with the Western 
Electric Co. in its sales department at 
San Francisco. Later in the same year 
he moved east to the general telephone 
sales department at Hawthorne. 

In 1916 Mr. Goldrick was sent to 
Chicago; in 1917 he moved back to the 
general department in New York; and 
in 1918 he was transferred to Syracuse, 
N. Y. He managed the office there 
until 1922 when he made his last move, 
which was to Los Angeles. One year 
later Mr. Goldrick was appointed mer- 
chandising manager at Los Angeles, the 
position he held at the time of his death. 


v 


New Graybar House 
Opened in Phoenix 


The Graybar Electric Co. opened a 
new branch house at Phoenix, Ariz., on 
January 25. Leon D. Collins, manager 
of the branch, reports to Pacific district 
headquarters in Los Angeles. 
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anufacturers: News 





“Safecote” Licencees Adopt 
Strict Wholesaler Definition 


Wire manufacturers have adopted the 
following definition of an _ electrical 
wholesaler entitled to receive distribu- 
tor prices on “Safecote” products. 

The definition, which is designed 
especially to eliminate buying organiza- 
tions, is as follows: 

“The term ‘electrical wholesaler’ is 
defined to mean an individual, partner- 
ship or corporation, 75 per cent of whose 
total sales of electrical materials is the 
sale of electrical commodities at whole- 
sale; who maintains a warehouse and 
carries a stock of wires, cables, conduits 
and other roughing-in materials; who 
employs salesmen, maintains a delivery 
system and who actively engages in 
sales to dealers for resale; to electrical 
contractors; to steam and _ electrical 
railroads; to Federal, state and munici- 
pal governments; to public utilities; to 
industrial companies which have elec- 
trical maintenance departments, and to 
manufacturers requiring electrical mate- 
rials in the fabrication of their products. 

“Any person, firm or corporation that 
owns, is associated with, or is in any 
way connected with, a business or busi- 
nesses engaged in installing, retailing or 
consuming such merchandise, must do 
at least 75 per cent of its business at 
wholesale with other than its owned, as- 
sociated or allied businesses.” 


Vv 
All-Steel Promotes Wiley 


Blaine G. Wiley, advertising manager 
of the All-Steel-Equip Co., Aurora, IIl., 


manufacturers of steel shop and office 
equipment and electrical wiring supplies, 
has been appointed assistant general 
sales manager, according to F. R. Mc- 
Quown, vice-president of the company. 

Mr. Wiley joined All-Steel-Equip in 
1923, and served as equipment division 
sales manager for several years. He was 
promoted to advertising manager in 
1931. 


v 
Tobey Yost Opens Agency 


Tobey Yost, for more than 17 years 
Pacific Coast manager of the Trumbull 
Electric Manufacturing Co., has estab- 
lished a manufacturers’ agency known 
as the Henry F. Yost Co., 1264 Folsom 
St., San Francisco. The company will 
represent and warehouse a number of 
nationally known electrical lines in the 
northern California territory. One of 
the lines represented is the floodlighting 
equipment of the S & M Lamp Co., of 
Los Angeles. 


Vv 


Moe-Bridges Reorganization 


A new Wisconsin corp., the Moe- 
Bridges Corp., has been organized to 
take over the business of the Moe- 
Bridges Co., of Milwaukee, for over 
15 years manufacturers of lighting 
fixtures. Work has already been started 
on a catalog which will announce a new 
‘“Masterlite” series of lighting fixtures. 
The Electric Sprayit Co., South Bend, 
Ind., is being consolidated with the new 
Milwaukee firm. 

Associated with S. Deutsch, presi- 
dent of both firms, are: Walter 








In Sunny Tennessee: These fellows snapped at Economy Electric Supply 
Co., Chattanooga, are, from the left: B. P. Hunt, shipping clerk; H. W. Clower, 
salesman, Atlanta branch of Triangle Conduit Co., G. A. Blackwell, Jr., presi- 
dent, and C. P. Wright, credit manager of the Economy Company. 


Buettner, vice-president, Bendix Corp., 
South Bend; George C. Miller, presi- 
dent, Dodge Manufacturing Co., Misha- 
waka; N. R. Feltis, former treasurer, 
Studebaker Corp., South Bend; L. F. 
Smith, treasurer, Electric Sprayit Co., 
C. A. MacDonald, president, Mac- 
Donald-Cook Co., South Bend and Ray 
Tennes, president, Ray Tennes Co., 
Chicago. 
Vv 


Changes in General Electric 
Specialty Appliance Division 


MANAGER P, B. ZIMMERMAN has an- 
nounced the following personnel changes 
in the General Electric Co.’s specialty 
appliance sales department which _ be- 
came effective January 1: 

A. M. Sweeney is appointed chair- 
man of special factory committees at 
both Schenectady and Erie. He also will 
continue as sales manager of the spe- 
cialty appliance sales department. 

R. C. Cameron is appointed assistant 
sales manager of the specialty appliance 
sales department. He will continue to 
have general charge of the department 
store activity. 

A. O. Anderson is appointed a de- 
partment store specialist, working under 
the direction of Cameron. 

A. L. Scaife is appointed manager of 
the sales promotion division. He will 
add to this division the preparation and 
distribution of sales training services. 
M. D. Grow will continue to be associated 
with him in this work and is made a 
member of the sales committee. 

W. D. Galpin is appointed manager 
of the retail division. His activity for 
1935 will be in connection with the bal- 
anced job of retail selling. H. Pritchard 
will continue to be associated with this 
division. 

W. E. Landmesser is appointed chair- 
man of a special factory committee at 
Fort Wayne. He also will continue as 
manager of the commercial division. 

A new division is established to be 
known as the campaign division under 
the direction of J. De Jen as manager. 
De Jen also will be a member of the 
sales committee. 


v 


Manufacturers’ Agents Sponsor 
Boston Trade Show 


The Electrical Manufacturers’ Trade 
Show of 1935, sponsored by the Elec- 
trical Manufacturers’ Representatives’ 
Club of New England, with the coopera- 
tion of the Metropolitan Electrical 
League, will be held February 27 and 28 
at the new Edison Building, 182 Tre- 
mont St., Boston. 

Planned to interest every man in the 
electrical industry and every purchaser 
of electrical material, the show will 
comprise an exhibit of the products of 
some 200 factories. Wm. V. Haynes, 
of the Hatheway & Patterson Co., is 
chairman of the show committee. 
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eal Demand 
Modern 


H&H 


Timesaver 
—Conven/ence 









Now available, 


N°. 3233 with T- 


Round Out the Timesaver Line 


TIMESAVER DEVICES — for every wiring convenience — are now available with Brass Plates 
in Switches, Switch and Warning Light Combinations. These Plates of struck-up .060 brass are 
beautifully buffed, extremely durable; a badge of the high-class wiring job. . . The addition of brass 
plates as an optional feature further rounds out the T-L Line for every place and setting in the up- 
to-date installation. BAKELITE Plates are illustrated at right, available for the entire line. Illustrated 
data-sheets — on request — give complete information for your customers. « . « 


HART & HEGEMAN DIVISION 


THE ARROW-HART & HEGEMAN ELECTRIC CO. HARTFORD. CONN. 
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————————————————————————————————_—————_| Fdison Appliance Announces 
7 ea =. es Changes in Organization 


A. H. Jaeger, formerly assistant to 
Pierre L. Miles, general sales manager 
of the Edison General Electric Ap- 
pliance Co., has been appointed man- 
ager of the company’s water heater sales 
division. Announcement of changes in 
the sales organization was made at the 
winter meeting of Hotpoint district 
managers and sales specialists held re- 

Ef: NOx: cently in Chicago. 

NUMBER 5 OFA SERIES ON\ONSHEN JS WIRING OPPORTUNITIES Mr. Jaeger has been succeeded by 
- - D. C. Marble, manager of the central 
northwest district. HH. K. Dewees, 
° f manager of the southwestern district 
Moy till mM O if eC E p IDENCE . with headquarters at Dallas, has been 

placed in charge of the central north- 
west district. To fill the vacancy at 


See how adequately Wiremold solves _|Datias, Hotpoint officials have named 


J. T. Nee, formerly water heater sales 


this problem of providing REALL VY representative in the Atlanta district. 


PRACTICAL and ECONOMICAL v 
Hanke Joins George Richards 


/ R. A. Hanke, formerly with Stein- 
ONTINUO US ul C 4 s metz & Kelly, Chicago, is now associ- 

} ated with George Richards & Co, Mr. 
Hanke, who has had wide contacts 


among electrical wholesalers, will de- 





ray 


THERE IS A WIREMOLD ZONE OF USEFULNESS AND 
PROFIT IN EVERY FIELD OF WIRING PRACTICE/ 


Nistatecetecetetetscetatereceteretsrsrseersesrsrertce ter ctetctatctctste seserecere’ 
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| hh ‘O 's—) Se vote his entire time to this company, 
r operating for them in Illinois and Wis- 
consin. 
se | @ 91127 v 
BLACK SQUARES INDICATE C , : 
ELECTRICAL APPLIANCES C New bine. Machine 
anuracturer 
« L eee =e The Carl E. Swift Corp. of Holland, 
1127 * (ery 1127 1127 1127 1127 Mich., has been organized to manufac- 
ee ms ; (ml 1127 ture electric washing machines and 
J Y other appliances. Officers are: Carl E. 
1127 1127 Swift, president; E. G. Landwehr, vice- 
president and treasurer ; Henry I. Stim- 
1127 1127 son, secretary, and Frank E. Stearns, 
In this typical office plan Wiremold Lighting works manager. 
Strip is laid on baseboard of walls and parti- ae 


tions, FORMING A CONTINUOUS BAND 
CLEAR AROUND EACH ROOM. Outlets are ; : , 
installed in a jiffy IF, WHEN AND WHERE Dahlin Joins Sylvania 
NEEDED. There is no fuss or interruption of 


: E Hygrade Sylvania Corp. announces 
business. In the same way continuous outlet or ys y P 





socket connections can be provided for benches the appointment of Ben A. Dahlin of 
in work shops, laboratories, etc. McKeesport, vo as ee ant sales 
representative. or the past few years, 

Just another example of Wiremold Versatility! CAPACITY NINE WIRES P P y 





he has been connected with the Elliott 

Addressing Machine Co., Cambridge, 

Mass. Mr. Dahlin will be in charge of 

one of Sylvania’s dealer development 
HOW TO INSTALL CONTINUOUS OUTLETS eee starting in Washington, 
1127 1127 y 















J Automatic Electric Sales 
1100-C 1100-C CAPPING SNAPS ON 1100-C Appoints 46 Distributors 


Since the initial showing of its new 
line of “Serv-U-Fone” private telephone 
systems at Detroit last October, 46 
prominent electrical wholesalers have 
been appointed as wer of that 

= line, according to S. A. Martin, mer- 
THE WIREMOLD COMPANY, Hartford, Conn, 4 chandising manager of the American 
Automatic Electric Sales Co., Chicago. 


Add outlets when you need them. Place them where you want 
them. Cut capping (1100-C) to fit spaces between. 
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Introducing: Herndon Thomas, man- 
ager, electric appliance department at 
Beck & Gregg Hardware Co., Atlanta. 
Mr. Thomas’ pet is radio and he is look- 
ing forward to another record year. 





Westinghouse Appliance Sales 
Gained 73% in 1934 


“Anticipating a revival of general 
business conditions, we are planning 
the most comprehensive advertising 
and promotion program for 1935 that 
Westinghouse has ever attempted,” A. 
E. Allen, vice-president in charge of 
merchandising, told a group of 50 edi- 
tors and special news representatives at 
a luncheon meeting at the Waldorf- 
Astoria, January 7. In explaining his 
optimistic prediction of an upward 
trend in business, Mr. Allen stated that 
1934 had proved to be the biggest year 
in Westinghouse merchandising history, 
and that every indication pointed to an 
even greater stimulation in 1935. In 
justifying his faith in the continued 
progress of the electrical appliance in- 
dustry he reported that the Westing- 
house merchandising division had in- 
creased its 1934 sales 73 per cent over 
sales in 1933. 

Vv 


General Electric Sales Up 34% 


Orders received by the General Elec- 
tric Company during the year 1934 
amounted to $183,660,303, compared 
with $142,770,791 for 1933, an increase 
of 29 per cent, President Gerard Swope 
has announced. 

Orders for the quarter ended Decem- 
ber 31 amounted to $51,046,760, com- 
pared with $37,985,790 for the last quar- 
ter of 1933, an increase of 34 per cent. 

Sales billed and earnings for the year 
1934 are not yet available. The com- 
plete annual report will be issued in 
March. 

Vv 


A. W. Schwind with Steel 
and Tubes 


Steel and Tubes, Inc., announces the 
appointment of A. W. Schwind as its 
representative covering Minnesota, Wis- 
consin, northern Michigan, eastern Iowa 
and northwestern Illinois. Mr. Schwind 
formerly covered the same territory for 
Harvey Hubbell, Inc. He will be located 
in Milwaukee but still work out of the 
Chicago office. 








| Fre trade and industry into which Bond products pene- 
trate benefited by Bond's 1934 activities. People 
bought more Bond products than in any year for half a 


decade. 
Bond pioneered. Bond products set new high quality stand- 


This year Bond is ‘‘going places and doing things.’ 


Great new strides in product values . . . ever closer trade 
co-operation . . . startling innovations in packaging and 
merchandising . . . will tremendously aid every Bond cus- 


| ards. Bond went on the air. And that was only a starter. 
| 
| 
| 
| 
| 


tomer in 1935. 
The big news will break in Bond's March advertising. Watch 


| for it. . . to your own advantage. Register now for the 
| first mail announcements too. 


BOND ELECTRIC CORPORATION 


257 CORNELISON AVE., JERSEY CITY, N.J. 
BRANCHES AND WAREHOUSES CONVENIENTLY LOCATED 








, COUPON =: , 


Send first news of Bond 1935 products checked. 
BOND PRODUCTS 





Dry Cells for signal, / 
USE Flashlights radio, ignition, tele- Radio Tubes and 
Mono-cell Flashlight phone service Condensers 
THE Batteries Storage Batteries Automotive products 


SIN, oo. cue ve Rkadenbcucdecndedean Sedo seutageeoenneees 

COUPON Company Name ............0. cc cccc ccc cce cece ct cc cccccscccccsees 
SETI EF OE TE EE CELE EEE OEE ETT TT TY 
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At discounts that | 
give Distributors a 
larger margin of 
profit. 


These SIGNAL Drills are bound to “go places.” They 
will set new sales marks because they have everything 
good Drills should have: Power, proper speed, light 
weight, durability, compactness, and they’re mechan- 
ically and electrically correct. They possess other 
equally important high points—a high standard of 
quality and a name that is widely known and accepted. 
Write at once for discounts and complete information. 


SIGNAL ELECTRIC MFG. CO. 
MENOMINEE, MICHIGAN 


Offices in all principal cities. 











Daily Leaves General Electric, 
Opens Advertising Agency 


Walter J. Daily, who for eight years 
has been in charge of advertising and 
sales promotion for General Electric 
Company’s specialty appliance sales de- 
partment, has resigned to head a new 
advertising agency to be known as Wal- 
ter Daily, Inc., with headquarters in 
Cleveland. The resignation will take 
place immediately. 

The new agency will place special 
emphasis on sales promotion phases 
and will offer a service coordinating 
advertising, sales promotion and pub- 
licity activities. With Daily will be asso- 
ciated a group of advertising people who 
have had a wide and varied experience 
in advertising, sales promotion and pub- 
licity. 


v 


Nickel Joins Hygrade Sylvania 


Edwin A. Nickel, for the past 15 
years active in advertising and sales 
promotion circles, has joined the staff 
of Hygrade Sylvania Corp. He will 
make his headquarters in the New York 
office of the corporation, and will also 
spend some time in the field in sales 
promotion activities for both Hygrade 
lamps and Sylvania radio tubes. 

For the past six years Mr. Nickel 
has been sales manager and advertising 
consultant in the Philadelphia and Chi- 
cago branches of Dictagraph Products 
Co. Previous connections were with the 
Lennen & Mitchell and Chas. W. Hoyt 
advertising agencies, and as assistant 
advertising manager of Fada Radio Co. 


Vv 


Permanent Connections for 
Electric Refrigerators 


The question of what constitutes a 
permanent electrical connection of an 
electrical refrigerator in order to make 
it an integral part of the building’s 
wiring system was discussed at a recent 
meeting of the Louisiana Chapter of the 
International Association of Electrical 
Inspectors. The question arose in con- 
nection with the FHA plan for lend- 
ing money for permanent fixtures in 
a building. 

The chapter decided that: “Any ap- 
proved refrigerator wired with flexible 
steel rigid conduit, armored cable, or 
any other approved wiring method from 
an outlet box or fitting on the refrigera- 
tor to a fixed box or fitting of the 
building’s wiring system soldered or 
connected thereto by means of an ap- 
proved connection, could be classified as 
a permanent or integral part of the 
building’s wiring system. But as some 
municipal inspection departments have 
special rules for such appliances they 
should be consulted prior to making 
such installation.” 
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Father and Son: F. C. Bickers, presi- 
dent, and C. W., his son, manager of 
the electrical department, James Supply 
Co., Chattanooga, Tenn. The son, of 
course, favors his own department but 
the elder Bickers is still strong for his 
pets—mill supply and sundry lines. 





Wholesalers’ Salesmen 
and the Retail Code 


(Continued from page 6) 


I have mentioned the above cases in 
order to impress upon the electrical 
wholesalers’ salesmen the fact that, while 
there is no specific electrical retail code, 
there is, in the general retail code, every 
opportunity to bring about fair competi- 
tion that they or their dealers need. It 
has come to my attention that many of 
these salesmen are posted on their own 
wholesaling code, and on that of their 
electrical contractor customer, as em- 
bodied in the construction industry’s 
code. But when it comes to electrical 
appliances and supplies sold at retail they 
are not aware that they have at their 
command the same services for their re- 
tail dealers as though there were a spe- 
cific electrical retail code. 

It is suggested, therefore, that they 
secure a copy of the “Code of Fair Com- 
petition for the Retailing Trade’ and 
familiarize themselves with the pro- 
visions. These provisions apply to their 
electrical dealers the same as to any 
other class of retailers. Then let them 
make it a point to drop in and get ac- 
quainted with the retail code authorities 
in their respective cities. There is an in- 
strumentality here for them to utilize in 
bringing about better business practices 
in the retail trade, the securing of which 
will react to the profit of both retailers 
and wholesalers. 


As I understand the meaning of 
the term “electrical wholesaler’s sales- 
man,” it stands for a man who not only 


knows all about his products and is able 
to express himself intelligently concern- 
ing them, but also for one who is at all 
times prepared to act aggressively in the 
interests of his customers, individually 
or as a group. If my understanding is 
correct, then we have in the retail code 
a means of helping the retailer that the 
wholesaler’s salesman can well use in 
helping them to uphold their rights. We 
also recognize the fact that these sales- 
men can help us in bringing dealers to 
a true appreciation of the opportunities 
that the code offers, since they constitute 
a veritable army of men who are in daily 
contact with the retail trade and cap- 
able of tremendous educational influence. 
So let’s all get together on this. 


These N 
ew 


COLT-NOARK 
Industrial Safety Switches 





have been designed for 


INCREASED EFFICIENCY ..... GREATER SAFETY 


CLOSER BANKING .... and MORE ECONOMICAL 
IS ng. go es a gS a be ke ke es 


In two important lines of Colt-Noark Industrial Safety Switches — 
new and important improvements appear to place them a step 
ahead of the field. Stronger boxes make for longer life. New 
cover — — or _ a 5 romgames narrower and more 
compact boxes. Improv oor catc oes _ 
away with barked knuckles, and adds to EW TYPE i 
strength and safety. And last, but not utilizes the famous Nu- 
least, the new pistol grip operating handle fie ‘sso Torn ine Thon tor 
makes closer banking possible and adds to 535 volte Ghown agen) sho 
efficiency. These latest improvements is weed. Muat-liveck ances 
have been made to save your time, reduce Se ae 
your installation cost, and furnish you 

with Colt-Noark Switches that are second 

to none in engineering design and operat- 


room for wiring. All new 
Type “C” switches now 
ing efficiency. 


have H.P. rating. 


NEW TYPE ‘‘A’’ 


Outstanding efficiency is 
found in the new Type “A” 
Noark Switches —due to 
the new Dual-Break prin- 
ciple used in the 250 voit 
boxes. Unit block con- 
struction permits quick 
and economical replace- 
ment. Then for the 575 
volt line (shown closed) the 
new Type ‘A’ switches 
use the ‘Quad- Break prin- 
ciple the most efficient 
and safest yet devised. 


Manufactured by 


COLT’S PATENT FIRE ARMS MFG. CO. 


Electrical Division 


HARTFORD, CONNECTICUT 















THE RAMPANT COLT 


Are you on the RAM- 
PANT COLT mailing 
list? If not, send your 
mame and address for 
regular copies. Con- 
venient size. 


Colt Noark Branches at: 
Boston, New York, Chicago 
and Philadelphia. H. B. 
Squires Co., Pacific Coast 
Representative. 


COLT-NOARK 








SWITCHES - MOTOR STARTERS ~- FUSES 
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A Section Devoted to Manufacturers’ Descriptions of Their Products 








IIluminated Clock 
With the etched and silvered field of 


its dial illuminated, the ‘Moon-Glo” 
model electric clock is ideal for bedroom 
and decorative use. An easily replaceable 
Mazda lamp, located in the die-cast metal 
base, is the source of illumination. Upper 
part, dial and face is of crystal and glass. 
Clock numerals and dial are readily leg- 
ible when not illuminated. Dial is 42 in. 
in diameter. Numerals are x in. in 
height. Top part of clock is 53 in. wide. 
Overall height is 74 in. and overall width 
is 74 in. The finish is polished chrome. 
Viking Products Corp., 330 W. 42nd St., 
New York City.—Electrical Wholesaling, 
February, 1935. 


Conservador Refrigerator 


With a newly patented exclusive fea- 
ture, the ‘“Conservador,” four new 
models of 4, 5, 6 and 8 cu.ft. are included 
in this 1935 line of household refrigera- 
tors. The “Conservador” provides addi- 
tional storage space for food items 
without the necessity of opening inner 
compartment of refrigerator. Food may 
be separated as to the frequency of use 
and amount of cold required, a saving of 
time and electric current consumption. 
Within the main, electrically lighted, food 
compartment a temperature control is 
provided with manual regulation of each 
of 11 positions. A section of bottom 
shelf is removable for storage of large 
articles. All shelves are of latest flat 
ribbon type, rust-proofed. Cooling unit 








is centrally located, providing storage on 
either side for tall bottles. One shelf is 
hinged to permit additional space for 
taller articles. Power unit is exception- 
ally quiet. Compressor has lifetime lubri- 





What's New 


cation and entire mechanism is cushioned 
with springs set in rubber to absorb vi- 
bration.® Interior finish is of stainless, 
acid proof, porcelain with rounded cor- 
ners. Outer finish is of non-fading white 
Dulux with chromium and black door 
handles and hinges. 

The makers claim for “Conservador” a 
reduction in electric current cost to give 
the user the equal of three months’ free 
refrigeration plus the advantages of addi- 
tional storage and time-saving accessibil- 
ity. Fairbanks-Morse Home Appliances, 
Inc., 430 S. Green St., Chicago.—Elec- 
trical Wholesaling, February, 1935. 


Miniature Instruments 


Employing the d’Arsonval, or perma- 
nent magnet, moving coil principle of 
operation, this new line of moderately 
priced, direct-current, radio-frequency and 





rectox miniature instruments has been 
designed to harmonize with radio and 
communication equipment. Only one 
large hole is required in the panel for 
mounting and visible mounting screws 
are eliminated by using mounting clamps. 
These RX instruments have a_ scale 
length of 2.4 in., are accurate within 2 
per cent (rectox types 5 per cent) and 
have a flange dimension of 3x34 with 
zero adjusters on the outside. Numerous 
refinements in the design of the move- 
ment include soft, iron pole tips welded 
to the permanent magnet in accurately 
aligned fixtures; improved springs and 
an entirely new method of supporting the 
iron core in a die-cast bracket which also 
supports the jewel bearings in perfect 
alignment. Standard dials are finished in 
matte silver, with black figures. West- 
inghouse Electric and Manufacturing Co., 
East Pittsburgh, Pa.—Electrical Whole- 
saling, February, 1935. 





Hook-Handle Guard 


Equipped with a wide flat hook for a 
handle, this portable lamp guard permits 
fastening in numerous places where the 
ordinary portable could not be hung. It 





may be suspended from a bench top, 
slipped into a crack, hung over one’s arm 
or wedged almost anywhere, as it will 
stand upright. With this hook handle 
guard workers may have their hands free, 
yet have convenient light on their work 
under all conditions. The sturdy hook is 
made of Bessemer steel, electrically 
welded, and is finished in cadmium. 
Screw clamp fastener securely grips cord 
at base of socket housing and relieves all 
strain on housing connections. This is 
not only the strongest type of strain- 
proof fastening, but also the easiest to 
wire or re-wire. The hook-handle port- 
able guard is available in 12 different 
models. McGill Manufacturing Co., Val- 
paraiso, Ind.— Electrical Wholesaling, 
February, 1935. 


Improved Signal Bell 


With the back plate mounted directly 
on the wall or on any type of conduit 
box, Wiremold or similar fitting, the 
Adaptabel represents the first improve- 
ment in large bells in many years. The 
wiring is easily connected to the back 
plate. The bell is then hung on two 
strong lugs and pushed home into posi- 
tion, thus completing a greatly simplified 





process of installation. This bell is made 
in all vibrating and single stroke types 
for all voltages. Edwards & Co., 140th 
and Exterior Sts., New York City.— 
Electrical Wholesaling, February, 1935. 
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Polarized Fusible Caps 


Unusually rugged and fool :proof, these 
3-wire and 4-wire polarized fusible caps 
embody the general characteristics of the 
“Hubbellock line.” There are no ex- 
posed contact blades or pins to bend or 
twist through rough usage, since the 
blades are machined from solid brass 
stock and dovetail into heavy, supporting 
bakelite posts, which prevents shifting 


4 
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out of alignment. The locking feature, 
which is positive and intended to prevent 
accidental breaking of current, guaran- 
tees a lock-fast connection as long as 
desired. Polarization is positive and pre- 
vents the insertion of caps in any but 
the right position. Grounding of the 
heavy we” steel casing is positive. The 
grounding blade is longer than the other, 
making contact first and breaking it last. 
Binding screws are in wiring chambers 
and are separated from metal casings by 
a molded bakelite lining. These linings 
cannot absorb moisture or tear. Harvey 
Hubbell, Inc., Bridgeport, Conn. Elec- 
trical Wholesaling, February, 1935. 


Universal Measurement Bridge 


This Lafayette universal bridge is a 
compact, simplified type of Wheat- 
stone bridge, designed for the benefit 





of radio service men, amateurs and 
experimenters, who must make accu- 
rate measurements of resistance and 
capacitance values. It measures re- 
sistors from 0.1 ohm to 1,000,000 ohms 
with an accuracy of one per cent, also 
capacitors from .0001 to 100 mf. with 
an accuracy of three per cent. The 
instrument measures 9x43x3 in. There 
are only two controls on the top panel, 
with a nine-position switch for cutting 
in different standard resistors and ca- 
pacitors and a potentiometer knob 
traveling over two concentric scales. 
A measurement requires only about 30 
seconds of time. The bridge is avail- 
able in kit form for $10.95, and in as- 
sembled form for $12.45. Wholesale 
Radio Service Co., 100 Sixth Ave., 
New York City.—Electrical Wholesal- 
ing, February, 1935. 





Variable Speed Motor Drive 


With a constant speed motor, a vari- 
able speed device and a gear case built 
into one compact unit, this “Varidrive” 
motor effects a great saving in space in 
addition to economies resulting from the 
elimination of mounting bases and trans- 
missions, such as couplings, fans and 
belts, between the component parts. The 
speed change is obtained by a micro- 
speed control which varies the effective 
driving diameter of the “varidiscs.” These 
discs expand and contract for higher and 
lower speeds, transmitting power through 
the “varibelt” to the take-off shaft. This 
new motor, which is self-contained, can 
be conveniently connected direct to the 
machinery. It places any variation of 
speed at the operator’s command so that 
the driven machine may be operated at 
its highest capacity at the will of the 
operator. U. S. Electrical Manufactur- 
ing Co., 1542 S. Western Ave., Chicago, 
Ill. Electrical Wholesaling, February, 
1935. 


Metal-Top Percolator 


With an all-metal cover to eliminate 
the problem of broken glass tops, this 
percolator features perfectly straight 
body lines, subtly relieved by the popular 
step-up design on the top and “all-around” 
lined bands on the cover and base. The 
finish is superior non-tarnishing chro- 
mium with contrasting black handles and 
feet. All inside parts are commercially 
pure aluminum and the lining is especially 
durable for it is heavily plated. It has 
a capacity of six standard, six ounce 
cups. Either alternating or direct cur- 
rent may be employed, while the pro- 





tective fuse device in the base prevents 
the element from over-heating. List price 
is $5.50. Manning-Bowman & Co., Meri- 
den, Conn. Electrical Wholesaling, Feb- 
ruary, 1935. 


Toggle Type Switch 


Featured by a new idea in switch mech- 
anism. This NID line of toggle type 
switches is front operated. The mechan- 
ism, itself, involves a flat steel actuating 
spring, with frictionless knife-edge pivots 
that preclude wear and give a fine snap- 
action. Another feature involves movable 
contacts of the “toe and heel” type which 
engage, with a wiping movement, under 





practically toggle-lock pressure. This as- 
sures good conductivity and preservation 
of the contacts which is further enhanced 
by “arcing tips” that absorb the are in 
breaking, thus preserving the main con- 
tact surfaces. The cabinets are unusually 
compact and of distinctive, modern de- 
sign. Bull Dog Electric Products Co., 
7610 Jos. Campau Ave., Detroit, Mich.— 
Electrical Wholesaling, February, 1935. 


Table-Top Refrigerators 


Designed for small houses or apart- 
ments where space is at a premium, the 
table type Shelvador provides the house- 
wife with a “real” refrigerator of either 





two or three cubic feet capacity with 
a porcelain top at a height of 36 in. for 
a working table. Model FR-20 has a 
little more than five square feet of shelf 
space. FR-30 has seven square feet of 
shelf space. The Shelvador feature in- 
creases this by 50 per cent. A new type 
rotary compressor, having all the advan- 
tages of a hermetically sealed unit, yet as 
readily serviced as a belt-driven unit, is a 
feature of both models. A rotor with 
electric impeller and blade are the only 
moving parts. The liquid used is known 
as “Thermon” and is non-irritant, non- 
inflammable, non-corrosive and odorless. 
Greatly reduced tolerances feature the 
construction of the compressor. Crosley 
Radio Corp., Cincinnati, O—Electrical 
Wholesaling, February, 1935. 
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Sherarduct Floor Box 


Designed to be placed in the floor, to 
provide outlets for underfloor wiring, this 
Sherarduct floor box is a modernized 
convenience receptacle. The Sherardized 
finish protects every surface, edge and 
crevice against corrosion. Parts exposed 
after installation are of finished brass. It 
is water and moisture-proofed by a new 
and novel metal gasket, which is made 
more efficient every time the box is 





opened and closed. This gasket elimi- 
nates the deterioration and breaking en- 
countered from the use of the usual 
rubber gasket. The ease of access also 
promotes proper servicing and conve- 
nience. Service fittings for lighting, 
heating, power and appliance circuits or 
for signal and telephone wiring are of 
two types—rubber and de luxe, the same 
as is used on the most elaborate floor 
distribution systems. Approved by the 
Underwriters’ Laboratories, Inc. Na- 
tional Electric Products Corp., Pitts- 
burgh, Pa.—Electrical Wholesaling, Feb- 
ruary, 1935. 


Portable Electric Drill 


With power, proper speed, lack of 
weight, durability and compactness as its 
chief characteristics, the Type OB-5, 4-in. 
standard duty, portable, electric drill is 
mechanically and electrically correct, ac- 
cording to its manufacturer. The handle 
is of the breastplate type with detachable 
pipe handle. The trigger type switch has 
a lock for continuous operation. Twelve 
feet of heavy duty, rubber-covered cord, 
with rubber plug is included. Some of 





the specifications : motor—Signal univer- 
sal for d.c. or a.c., 110-120 volts; housing 
—durable aluminum alloy ; overall length, 
16% in.; net weight, 14 lb.; bearings, ar- 
mature and spindle thrust high grade 
ball; speed—no load, 420 r.p.m.; gears— 
special alloy heat treated; brushes acces- 
sible from outside. Signal Electric Man- 
ufacturing Co., Menominee, Mich—Elec- 
trical Wholesaling, February, 1935. 





Solderless Connector 


Designed for either solid or stranded 
conductors, this solderless connector con- 
sists of a copper cup with enclosing sides 
and raised lip of curved contour at the 
wire entrance, a specially designed hex- 
agon nut and a stud. The hexagon nut, 
which can be turned by either a screw- 
driver or a wrench, presents a smooth, 
rounded surface to the conductor and 
forces the wire strands into the recess of 
the cup and compresses them so force- 
fully that a much better contact and more 
secure mechanical bond is formed than 
by the ordinary solder lug. The design 
of the connector precludes any possibility 
of vibration loosening the conductor, in- 
suring a positive, permanent connection. 
The connectors are made in two sizes: 
for No. 14 to No. 4 wire, inclusive 
(nominal 60 amp. size), and for No. 14 
to No. 1 wire (100 amp. size). Square 
D Co., Detroit, Mich.—Electrical Whole- 
saling, February, 1935. 


Streamlined Refrigerators 


Featured by many developments de- 
signed to save the housewife countless 
steps, this series of streamlined refrigera- 
tors consists of some 18 models with 
capacities ranging from 2.1 to 20.1 cubic 





feet of food storage space. Among these 
aids are the “handy tray”; the revolving 
shelf; the triple storage food compart- 
ment, which is electrically lighted when 
the door of the cabinet is opened; an 
easy-action Button Touch door latch; 
oversize froster with chromium-plated 
door and an Ejecto-cube tray that makes 
full-sized, zero-cold ice cubes available 
without running water. The handy tray, 
one of the most popular features of the 
1934 line, stands flush on the door of the 
box when not in use and drops into a 
horizontal position at the touch of a fin- 
ger. It can be lifted from its rack to 
convey beverages or foods to the dining 
room. Westinghouse Electric and Man- 
ufacturing Co., East Pittsburgh, Pa— 
Electrical Wholesaling, February, 1935. 


Attachable Range Lamp 


This attachable lamp is adaptable to 
almost every style of range, without the 
drilling of any holes. The shade is ad- 
justable to any angle as it pivots on a 
center swivel. The lamp is padded with 
felt to prevent the marring of the stove. 
A new style push type switch adds to its 
convenience. Either a vitreous porcelain 
enamel finish in white, ivory or apple 
green or a chromium-plated finish is 





available. The wiring is approved. In 
addition to its use as a range lamp, this 
unit may also be employed for special 
lighting or display boards, wherever an 
upright panel is available. J. Schrader 
Co., 419 High Ave., Cleveland, Ohio.— 
Electrical Wholesaling, February, 1935. 


Compact Safety Switch 


Particularly adaptable to oil burners 
and domestic stokers, where appearances 
count, to air-conditioning equipment and 
electric unit heaters, Bulletin 4140 is an 
unusually small safety switch, which 
meets all the requirements of a 30-ampere 
unit. Despite its dimensions of 34x54x33 
in., ample wiring space has been provided 
to simplify installation. To facilitate wir- 
ing, the complete mechanism can be re- 
moved by loosening two screws, the wires 
pulled through and the mechanism re- 
placed. Knockouts permit easy mounting. 
Switch is of the fusible type. To insure 
long life, the operating lever has been 
made of a special arc-resisting, laminated 
horn fibre with provision for padlocking 





in either the open or closed position. The 
finish of black enamel with cadmium trim 
makes the switch distinctly modern in 
appearance. Cutler-Hammer, Inc., 476 
N. 12th St., Milwaukee, Wis.—Electrical 
Wholesaling, February, 1935, 











February 1935 


ELECTRICAL WHOLESALING 


47 








Salesmen 
Push 
KLEINS 


The Klein trade-mark represents the 
maximum in quality in electrical tools. 
Lower prices, new packaging, are 
opening up bigger markets for Kleins. 
The old Klein standard of quality still 
remains the same. The Klein line is a 
profit line—a line with which every 
electrician and mechanic is familiar. 
Mention Kleins on every call you 
make. You will be surprised at the 
way the orders mount up. 


The Standard Klein Plier 
used universally by line- 
men, electricians and me- 


chanics. The rounded nose 
permits use in confined 
spaces. Made in 6, 7, 8 


and 9 inch sizes. 


The Klein Oblique Cutting 
Plier is particularly useful 
to electricians, telephone 
men, switchboard builders 
and radio repair men. The 
narrow head permits its 
use in confined spaces. 
Made in 5 and 6 inch sizes. 


The Klein Long Nose Plier, 
particularly useful for 
switchboard, telegraph and 
telephone work, armature 
winding, radio repair, etc. 
Especially hardened and 
tempered to assure positive 
grip at the point of nose 
when pressure is applied. 
Point % inch round. Made 
with or without side cut- 
ters in 5 and 6 inch sizes. 





The pliers shown are only three items from 
the complete line of Klein Pliers made for 
all purposes. 


Distributed Thru Jobbers 


3200 Belmont Avenue, CHICAGO 








Portable Electric Range 


Capable of doing all of the cooking 
required for the average family of eight, 
this patented, portable, electric range may 





be plugged into any outlet and does not 
require any special wiring. The side 
stoves close flush for easy carrying. It is 
equipped with three three-heat reversible 
switches. There is a reverbatory oven 
with all rounded corners in both oven 
and oven unit. The black-glazed para- 
bolic-grooved side plates help to make 
the range sanitary and efficient. The 
range is of all-steel construction, rock- 
wool insulated, is attractively finished and 
economical to operate. The range weighs 
32 lbs., complete, and dimensions are 188 
in. (height), 152 in. (length) and 13 in. 
(width, closed). The Go Electric Corp., 
Natick, Mass.—Electrical Wholesaling, 
February, 1935. 


Fan Hanger Outlet 


Equipped with a stud adapter, per- 
mitting installation in four inch outlet 
box with cover having 
any form of a 2” stud, 
this fan hanger outlet 
makes an extremely 
rigid mounting because 
the fan is supported 
by the stud. The re- 
ceptacle outlet is spot 
welded to a steel cad- 
mium plated sub-plate. 
A brush brass finishing 
plate is part of the de- 
vice and since the 
hanger screws are sup- 
ported independently 
by the steel sub-plate, it is not necessary 
to put on the finishing plate until final 
decorating has been completed. Bryant 
Electric Co., Bridgeport, Conn. Electrical 
Wholesaling, February, 1935. 





Candle Flame Lamp 


For use in wall brackets, 
torchieres, candelabras, elec- 
tric candle sticks, chandeliers, 
inneral chapels, churches, altar 
lights, menorahs, crystal table 
displays, theaters and hotels, 
the “Nalco” candle flame lamp 
is inexpensive and economical. 
Manufacturer claims that it is 
the only small lamp giving a 
candle flame effect that fits in a regular 
socket. Consuming only 10 watts, it can be 
furnished in either clear or frosted glass, 
or in candle flame effect (white with yel- 
low tip). Illustration is one-third actual 





my, 
Danner Hn 
i 
mill “ail 


| size. Has a gueranteed burning life of one 


Mathias & Sons | 


thousand hours. North American Electric 
Lamp Co., 1151 South Broadway, Saint 
Louis, Mo.—Electrical Wholesaling, Feb- 
ruary, 1935. 





GALVAKOTE| 


ELECTRICTUBE| 


we Umform thru 


constant testing 
@ When 


of these brands of conduit 


you order any 


you can be certain every 
foot will be as uniform in 
perfection as the previous 
one. Your customers know 
that GALVAKOTE, 
ENAMELKOTE and 
ELECTRICTUBE will not 
kink. buckle or crack, or 
the finish of GALVA 
KOTE and ENAMEL 


KOTE chip or flake. 


Sell a conduit that has 
uniformity of construction 
the to build 
conduit sales and profits. 


and ability 
Write us for full details 
@ 
CLAYTON MARK 
& CO. 


OPERA BUILDING 
CHICAGO, ILL. 








48 


ELECTRICAL WHOLESALING 








- ~\ No. 601MS 
Vl ‘F Mill Type 
“Y > ; Series 








Standard Mill Type 


Series “ Series 


You Can Sell this NEW Guard 
... the McGill Hook-Handle Portable 


The portable guard has been modernized and its usefulness 
doubled by the invention of the McGill Hook-Handle Port- 
able. Portable guard users will change to this new guard when 
you demonstrate how the hook-handle feature permits hanging 
or wedging the guard almost anywhere to give good light on 
hard-to-get-at jobs. 


Heavy Electric Cage Outlasts 
Cheaper Guards 


Made of Bessemer Steel, electrically welded and cadmium 
finished, this guard will stand the gaff of the hardest service. 





NEW WIDE HOOK 
Demonstrate this new 
feature and increase 

your portable guard 
sales. Ask for literature 


ESTABLISHED 1904 


VALPARAISO - INDIANA 
Box 636 























DIRECTORY 
of 
MANUFACTURERS’ 
AGENTS 


who are active in the 


Electrical Field 





TRADE MARK REGISTERED 


A MARK OF QUALITY 


A LEADER | 





Contains the following 


HE Kwikon trade mark || 


has always been a safe 


information on over 
500 agents 


guide to complete satisfac- en 


. Address 


1 
tion in the buying of Con- || 2 
3. Number of salesmen 
4 
5 


duit Fittings. 
. Territory covered 


“Built-in” quality is re- . Classes of trade 


sponsible for this leader- called on 
ship. 6. Lines handled 
| Price $5 
PRE _RE RENEE UR KNNNREE ED | cs ils Male 
KWIKON CO. Order from 


626 W. Jackson Bivd. CHICAGO 


330 West 42nd St., New York 
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Contacting the Right Men 
in Industrial Plants 


(Continued from page 11) 


plant electrical engineers possessed this 
power in only 6.4 per cent of the plants 
studied. The error in the wholesaler’s 
judgment in advising his salesmen to 
center their efforts on electrical engi- 
neers would lie in the fact that he esti- 
mated the buying power of certain pros- 
pects by what they were called rather 
than by what they actually did. The one 
reliable method of locating the real buy- 
ers in industrial plants is to judge them 
by their authority, actual operating re- 
sponsibilities, or functions—not by their 
titles. 

Locating buying power by this method 
may not be so easy as it sounds, however, 
because there is a constant shifting and 
rearrangement of individual responsi- 
bilities and functions, at least in the 
larger industrial plants. This is espe- 
cially true in times of business depres- 
sion when changes in organization and 
personnel are very numerous. In smaller 
plants, where the owners or officers are 
more directly in contact with operating 
activities, changes are less numerous and 
frequent than they are in large plants. 
The electrical wholesalers’ salesmen 
offer the most effective method of keep- 
ing track of personnel changes in the in- 
dustrial plants in their territories. 
Wholesalers’ salesmen have a much 
better opportunity to establish points of 
friendly contact in the larger plants than 
have manufacturers’ salesmen. They are 
thus better able to locate the right’ man 
and to keep informed of changes in buy- 
ing influence. 

A number of studies have been made, 
particularly by publishers of industrial 
and trade magazines, to ascertain who 
are the men actually in control of the 
markets for the products sold to indus- 
trial plants: that is, who are the men 
actually possessing the buying power. 
These surveys have brought to light sev- 
eral very important facts, which should 
be borne in mind by anyone attempting 
to sell to industry. These may be sum- 
marized as follows: 

1. The power to decide that certain 
industrial products are required in a par- 
ticular plant, as well as the power to 
select the type and make of product to 
be bought, is largely centralized in the 
hands of the same men. In other words, 
in most plants, the same individuals pos- 
sess both the power to initiate orders for 
supplies and equipment, and to specify 
the use of certain products. 

2. Buying power for industrial prod- 
ucts, that is, the initiating and specifying 
power, lies with the men responsible for 
the production activities of the plant, 
rather than with the general administra- 
tive officials. 

3. The actual buying power for indus- 
trial products is in many instances not 
possessed by the individual or depart- 
ment issuing the formal orders as a 
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A Smile: Greets all those who talk with 
M. B. Menne at Graybar’s Memphis 
branch. As service supervisor, Menne 
is doing a swell job for this house. 





matter of routine, that is, by the purchas- 
ing department. 

Electrical wholesalers’ salesmen 
should, for most of the products they 
handle, attempt to contact the so-called 
“operating staffs” of the industrial plants 
in their territories. These are the men 
with direct production responsibilities, 
who are accountable for results that may 
be obtained only through the proper ap- 
plication of materials, equipment and 
supplies. The men who must be reached, 
therefore, in industrial plants, whether 
through the purchasing department or 
direct, are those in charge of production, 
engineering and maintenance. The im- 
portance of these men, moreover, must 
be judged by their responsibilities and 
not by their titles. In addition, the im- 
portance of the administrative executives 
in buying must not be overlooked. In 
recent years these executives have be- 
come more and more interested in the 
buying of nearly all items. This situa- 
tion has been brought about by the neces- 
sity of their exercising more close con- 
trol over company finances, so that al- 
though the production, engineering, and 
maintenance executives still have major 
initiating and specifying powers, they 
must frequently secure executive ap- 
proval on even small purchases from a 
monetary standpoint. 


v 


New A.C. Motor Utilizes 
Stationary Commutator 


A revolutionary new type of electric 
motor, which utilizes a “stationary com- 
mutator” and has the characteristics of 
a series-type d.c. machine but which 
operates from an a.c. power source, 
has been developed by E. F. W. Alex- 
anderson, consulting engineer of the 
General Electric Co. Known as a 
“Thyratron” motor, the new develop- 
ment is made possible by recent ad- 
vances in the application of electron 
tubes. One motor of this type, in- 
tended for use in driving an induced- 
draft fan, has already been built and is 
now on test in the Schenectady plant 
of the General Electric Co. It is rated 
400 hp. at 625 r.p.m. and 75 hp. at 
350 r.p.m. 

























every length 


UNIFORMLY 


easy to bend... 


Fretz-Moon Rigid Conduit bends with the same ease at any point in any 
length. Because it is made from soft, ductile steel, especially made 
to Fretz-Moon specifications, and then processed by the scientifically- 
controlled “continuous process,” every bit of original ductility remains 
in the steel. 

In this unique and exclusive method of manufacture, every foot of 
metal is heated to a definite temperature for the same length of time 
—not an inch is ever over or under heated. Hence, the extraordinarily 
high ductility of Fretz-Moon Conduit and a total absence of hard or 
“burnt” spots that might cause kinks in bending. 

Electrical Supply Houses looking for a high-quality rigid conduit will 
find a profitable, easy-to-sell product in Fretz-Moon Conduit. Contractors 
who give it a fair trial usually become constant users. Write for details. 


STEEL AND TUBES, INC., CLEVELAND, OHIO 


TRLTZ-MOON 


EXCLUSIVE SALES AGENTS 


RIG/D CONDUIT 
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Classified Ads 


Rates: Fifty words or less, one insertion 
$2.00, additional words two cents each. Pay- 
ment in advance is required for advertising 
in this column. 





Positions Available 


Salesmen Wanted: Two men wanted to 
sell our line of electrical fixtures in the 
states of Virginia, North and South Car- 


olina, Georgia, Florida, Texas, Okla- 
homa, Kansas, Missouri, Nebraska, 
Louisiana and in the Pacific Coast terri- 
tory. Address Box 21, ELEcTRICAL 
WHOLESALING, 330 W. 42nd St., New 
York City. 


Supply Salesman Wanted: Experienced 
electrical supply salesman wanted for 
Hagerstown, Cumberland and Baltimore 








Here’s the new No. 360 12” | 
Induction Oscillator Cool | 
Spot at $14.75 list. Delivers | 
a large volume of air, meas- | 
ured by N.E.M.A. standards. 


A 12” fan now within the 
reach of every home owner 


The Cool Spot line is a line of fans 
you can sell with confidence. Backed 
by the Regular Signal guarantee, Cool 
Spot fans are our answer to a demand 
for popularly priced fans and point the 
way to more sales for you. 


The Signal line of fans is well known, 
proven and accepted and is our primary 
line—fans of high quality. Distribu- 
tors and dealers of Signal fans stay 
with the line year after year, and each 
season it attracts new ones. 


For your protection, back of Signal 
fans is a rigid selling policy. To help 
your sales program Signal also offers a 
new list of selling aids. 


Tie up with Signal and Cool Spot fans 
for 1935. 


SIGNAL ELECTRIC MBG. CO. 
MENOMINEE, MICHIGAN 


Offices in all principal cities. 





territory. If you do not have experience 
or a following, kindly do not answer 


| this ad. Permanent position for the right 


man. Address Box 28, ELECTRICAL 
WHOLESALING, 330 W. 42nd St., New 
York City. 


Manufacturers’ Agents: Live wire sales- 
men to sell a complete line of conduit 
fittings, to the wholesaling trade. Only 
those with an established clientele need 
apply. All territories available. Address 
Box 27, ELectricAL WHOLESALING, 330 
W. 42nd St., New York City. 


Warehouse Space Available 


Our warehouse in Mansfield, Ohio, is not 
fully occupied. Clean, dry space avail- 
able to manufacturers at reasonable 
rates. Packing and shipping service by 
our warehouse attendants included if de- 
sired. Write for full details. Address 
Box 26, ELecTRICAL WHOLESALING, 330 
W. 42nd St., New York City. 








An Arkansas Optimist: James T. 
Wynne, three years out of Hendrix 
College, took a job with the Treadway 
Electric Co., Little Rock, two years ago 
and is now acting as city salesman. 
| “Jimmie” says things look mighty 
| bright in his town and he looks for a 
great come-back in his sales for 1935. 





ALCOR OFFSET 
FIXTURE STRAPS 


Friction Spring Adjustment 
—Eliminates Screws. 






Can be used on 3” and 
4” outlet boxes and is 
adjustable from 4” to 
834”. 


Write for Samples 
and Prices 


\ 2 
Alcor Manufacturing Co. 
4605-07 W. MADISON ST. 
CHICAGO, ILL. 
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refer to 


**ELECTRICAL 
CONTRACTING’? 
for PANTHER and 
DRAGON TAPE 
ADVERTISEMENTS 











Profitable Line 


Insulated Wire 
for Jobbers 


Annunciator Office and 
Thermostat Wires 
Fixture Wires 
Flexible Cords 
Antenna Lead-In Wire 
Radio Hook-Up Wire 
also 
Asbestos Covered Resistance Wires 


The Holyoke Company, Inc. 

















720 Main St., Holyoke, Mass. 
SPLICING 


SHERMAN siceves 


Sherman Split Tinned Copper Cable Sleeves are 
manufactured in accordance with specifications sug- 
gested by the NELA Committee. Tensile strength 
ample. The wire will break before loosening in 
the Sleeve when properly soldered. Sleeves have no 
tendency to over-heat. Can be used on either 
round or sector shaped cable. The dead soft anneal 


allows a very tight mechanical clamping of the 
Sleeve around the conductor before soldering. 
All surfaces are smoothly tinned. 
Send for Trade Bulletin No. 20 
Sold through jobbers. 





H. B. SHERMAN MBG. CO. 


BATTLE CREEK MICHIGAN 
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No. 100 Box with 
No. 206 Nozzle 


RE your Contractors taking 


advantage of funds now 
available for repairs and remodel- 
ing? They can do it with Latrobe 
non-adjustable floor boxes—and 


at a profit. 


Correct in design, compact, sturdy 
—Latrobe floor boxes are easy to 
install. No fussing with small 
screws or complicated parts—in- 
stallation takes only a few min- 


utes. 
For low cost rewiring and addi- 
tions to present wiring, sell your 


customers Latrobe floor boxes. 





Cut-away view of No. 

110 Box showing how 

the tapered unit re- 

ceptacle fits tapered 

opening in top of 
box body. 


FULLMAN 


MFG. CO. 
LATROBE, 
Manufacturers of Quality 


Floor Boxes and 
Wiring Specialties 


PA. 





| 

















Sales Manager: This good looking fellow, 
|D. E. Pflasterer, has charge of sales at 
| the Nashville, Tenn., branch of Gray- 

bar Electric Co., Inc. 





Lines Wanted 


Manufacturers’ Agent: Contacting large 
industrials and electrical wholesalers in 


| Philadelphia and eastern Pennsylvania, 
| can offer A-1 representation for a repu- 
| table specialty line. 


Address Box 22, 
ELECTRICAL WHOLESALING, 330 W. 42nd 
St., New York City. 

Established Manufacturer’s Agent: Cov- 
ering Virginia, North and South Caro- 


lina, Georgia, Florida and, in the states | 


of Tennessee and Alabama, Knoxville, 
Chattanooga, Birmingham, Montgomery 
and east thereof, desires additional lines. 
Has had previous wholesaling experience 
covering this territory. Address Box 23, 
ELECTRICAL WHOLESALING, 330 W. 42nd 
St., New York City. 

Additional lines wanted by a live wire 
electrical selling agency which operates 
in Ohio. Now selling wire, cable and 
conduit to the electrical wholesalers in 
above territory. Address Box 25, Etec- 
TRICAL WHOLESALING, 330 W. 42nd St., 
New York City. 

Surplus Stocks Bought Up: We will 
purchase your slow-moving and surplus 
stocks of electrical supplies, wiring ma- 
terial, motors, lighting fixtures, condu- 
lets, etc., in any quantity if the merchan- 
dise is desirable. Send us an itemized 


list and we will make you our cash offer. 
Address Box 24, ELecrricaL WHOLESAL- 
ING, 330 W. 42nd St., New York City. 





Business Reorganized: The William P. 
Johnson Electric Co., Minneapolis, has 
been reorganized with the officers seen 
in the photo: From left to right they 
are C. S. Jacobson, vice president, Miss 


Ellen Nelson, treasurer, and B. R. all 


derson, president. 





Now approved for use 


with 
PROTECTIVE 
SIGNALLING 
SYSTEMS 


The Underwrit- 
ers have now 
approved AN- 
SONIA | bells 
for use with 
protective signalling  sys- 
tems. These bells have prov- 
en their dependability for 
the most exacting service 
applied to fire alarms, sprin- 
kler alarms, police signals, 
and any. other systems 
where reliability and long 
life are de- 
manded for 
operation on 
either direct 
or alternating 
current. 





No. 642 





No. 643 


Manufactured 


THE ANSONIA ELECTRICAL CO. 
ANSONIA, CONN. 


Manufacturers of 


Annuncilators—Belis—Push Buttons 
Weather-Proof and Slow-Burning 
Wire and Cable 
Magnet Wire—Annunciator Wire 
Damp-Proof Office Wire 
Antenna Wire 





SEND FOR FREE BULLETINS 











The Ansonia Electrical Co., 
Ansonia, Conn, 
Gentlemen: 

Send me copies of your free bulletins 
and price lists of Ansonia annunciators, 
bells, and pushes. It is understood that 
I incur no obligation whatsoever. 


Name 
Company 
Street 


City State 


EW 235 
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has stood 
the 

Test of 
Time 


Since 1873 Yager's soldering salts 
have been recognized as a qual- 
ity product, making new friends, 
keeping old ones. 


Priced Right 


Yq pound cans .... $0.50 ea. 

1 pound cans..... .80 ea. 

5 pound cans ..... 3.00 ea. 
Less by reshipper cartons. 





YAGER'’S 











Ask for 
FREE SAMPLE 





Alex R. Benson Co. Inc. 
Hudson, N. Y. 
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STOCK UP NOW 


for Spring 
House 

Cleaning 
Sales! 







NEW PACKAGE 
Helps Your Dealers 


Sell JUSTRITE 
PUSH CLIPS! 


Justrite Push Clips are now being mer- 
chandised through the use of a new, 
sales-creating counter display carton. 
Your dealers will welcome this colorful 
display carton—it will make sales for 
them! 

Sell your dealers—there’s an assortment 
of different colored clips to match cords 
or woodwork—lIvory, White, Old Gold, 
Dark Brown, Dark Red and Green—S 
clips to a card and 36 cards to a carton. 
Justrite Push Clips offer you a long 
discount, good profit,-and quick turn- 
over. 


Write us for our proposition today. 


JUSTRITE MFG. CO. 


2045 Southport Ave. CHICAGO 

















WOLVERINE 
SOLDERING 
LUGS 


*Larger Contact Area 
*More Types 
*Greater Stocks 
*Underwriters’ Listed 
*The ‘“Whole- 
salers’ Line’ 








WOLVERINE SPLICING SLEEVES 
*More Types *Greater Stocks 


*Higher Capacity “Fetees by Public 
es 


*The “Wholesalers’ Line” 


WOLVERINE 
TUBE COMPANY 


1441 Central Avenue, Detroit 
Representatives in Principal Cities 
















MAKES 
and HOLDS 
CUSTOMERS for 


TAPE 


PLYMOUTH RUBBER COMPANY. Inc. 
CANTON, MASS 








MANUFACTURED BY 


PLYMOUTH RUBBER COMPANY Inc. 


CANTON, MASS. U.S.A. 


PLYMOUTH RUBBER COMPANY, Inc. 


THE LARGEST RUBBERIZERS OF CLOTH IN THE WORLD 


RS 





Make Them “Want to Buy” 


Instead of Trying “To Sell Them” 


KEEP THIS IN 
MI D WHEN 
SELLING FUSES 


Any renewable fuse will 
carry current and blow on 
overloads and most of them 
are reasonably safe. Some 
are better than others but 
the Underwriters check up 
on these points. 


The Underwriters, how- 
ever, don’t check up to see 
whether or not fuses will 
have a long life or a short 
life—or whether or not the 
design of the fuse is such 
that it prevents premature 
and needless blows. 


Yet on these points fuses 
differ a lot. With ordinary 
fuses there will frequently 
be much burning up of fuse 
cases and many needless 
blows. While with BUSS 
SUPER-LAG fuses. there 
will be none of these costly 
troubles because the fuse 
has been designed to elimi- 
nate them. 


If you want the complete 
picture, talk to the BUSS 
representative in your ter- 
ritory. 


BUSSMANN MANUFACTURING COMPANY, 2536 W. University St., St. Louis, Mo. 








What’s the difference? Well a whole lot. 


Some salesmen use a system that requires a lot of high pressure 
talking. They bamboozle or hypnotize a buyer into giving them an 
order whether or not he really needs the product. 


This idea may be all right for the first order but as a rule it’s not 
“so hot” for holding repeat business. 


How can it be? The buyer is simply “talked” into an order 
instead of being shown that he really had a need for the product. 


To “make a buyer want to buy” is a much more pleasant and 
resultful way to sell. It means showing the buyer the true facts about 
a product so he can judge FOR HIMSELF whether or not the 
product fits HIS requirements. 


When he is convinced that your product can do him a real service 
he buys—As for repeat orders he has to give them to you or go back 
on his own judgment. 


Suppose you are selling BUSS Super-Lag Fuses, show the buyer 
how they are designed to actually save his company time, trouble 
and money. 


That’s the easiest way to sell any good product—pick out the 
true facts and tell them convincingly. You will make sales and 
you'll be remembered when the repeat order comes along. 


Should you need sales ideas on BUSS Fuses just refer to the 
BUSS price sheet in your binder or talk it over with the BUSS Fuse 
Man. He will be glad to help you. 
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